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Suddenly... 


UP “POPS” FAs 


We're On The Road 
with the Newest Fall Line yet... 


Frank Bingham Arthur Eisen Irving Shapiro 
Frank Dubin Marvin Grant Gene Wortsmann 


*Write for a Free Photographic Brochure — 
ask for Schack's new Up "Pops" Fall Series. 


hicks INCORPORATED 2516 WEST ARMITAGE AVE. CHICAGO 47, ILL. 





No matter how you vote... VOTE FOR DAD June 19th 


This political theme is 
a double-barreled pro- 
motion we are sure 
you will want to be a 
“party”’ to, this elec- 
tion year... an excit- 
ing theme for Father's 
Day and one you can 
use throughout the 
summer to promote 
new styles, colors, 
brand names, etc... 
and also to remind 
your customers to “‘get 
out the vote” on elec- 
tion days. 





Full, round ‘‘party symbols". . 

the Donkey and Elephant... they 
are 14” high and created in dura- 
ble, reinforced composition . 

finished in a soft gray with red, 
white and biue accents in their top 
hats. Each stands on a red base 


#5805 DONKEY, only $4.95 each; 6 or more, $4.75 each 


#5806 ELEPHANT, only $4.95 each; 6 or more, $4.75 each 
Pair (One Donkey—One Elephant) $9.50 per pair; 6 or more pairs 
$8.95 each pair 


#5510 FEDERAL FRAME, created in durable, soft white, vacuum-formed 
plastic. The ribbon base is finished in red, white and biue, 27” high x 22” 
wide (opening 17” diameter). 

Quantities: 1 thru 11, $8.25 each; 12 thru 24, $7.50 each; 25 or more, 
$6.95 each. 

Created especially for you is a series of beautiful new 

frames ...and at prices far below the cost of heavy, 

wooden frames. They have deep, dimensional detail and 
are made of sturdy, durable, yet lightweight, vacuum- 
formed plastic. You will find countless uses for them: 
to frame merchandise, copy, departmental identification, 
ad reprints and as complimentary accessories to pro- 









DEEP MOLDING FRAME: 20," 25", BAROQUE FRAME, 12%" x 151%", frame ’ , ; 
* frame opening 15” x 19” : opening 91%" x 12%" motional windows and architectural interiors. 
#5590 White $ 6.50 ea.,$ 71.50 dz. #5592 White $4.45 ea., $48.95 dz. 


#5591 Gold plated. $10.50 ea., $115.50 dz. $5.95 ea., $55.45 dz. There is a background in each frame upon which you may mount soft sheets, 
merchandise or letters. This background may easily be cut out so that you 


may use it as a frame. 


 teleh Mm Clello melt hi-te, 





SPANISH OVAL FRAME: 12%" x 33%", frame opening 11° x 21% 


#5596 White $6.50 ea., $ 71.50 dz. 
#5597 Gold plated $9.85 ea., $108.00 dz 
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VICTORIAN OVAL FRAME: 25" «x 
291%", frame opening 19" x 23% 

#5594 White $7.75 ea., $83.25 dz 
#5595 Painted gold... $8.75 ea., $96.25 dz 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation « Demonstration + Displays + Exhibits 
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Editor's Comment . 
THE SHOW WINDOW (Part Two) 
Selling Quality Furniture At Pogue's, Cincinnati 


By Alfred Makulec 


Manhattan Potpourri By Raymond Massey 
STORE GAZING at Wolf & Dessauer, Fort Wayne, Ind. 
MOTIVATION: Display Exploits Human Nature : 
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Ideas Are Everywhere 
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Improving Sign Production 


By Gabriel Valenti 
By Rick Grimes 


By Robert Latimer 
Reminiscing ' 

Howard Displays and wininnasd ; 

Dead Oak Sprouts Chocolate Coins 

Coming Up! . 

Today's Mannequins Won't Fit Yesterday s $+. isles 

By Rick Grimes 
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Display of the Month 
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THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050 - 1-2051, CINCINNATI |, 


THE COVER 


Louis Vilimas, display director, cre- 
ated this rural dining room window in 
tones of avocado green and red to call 
attention to the introduction by H. & S. 
Pogue Co., Cincinnati, of Tomlinson's 
new line of quality furniture, Pavane... 
Triangular shape of window dictated 
non-contemporary mood of room set- 
ting .. . See article beginning on page 
16... Photo by Wm. Batchelor. 


eo 
OUR NEXT ISSUE 


The June issue, which is the annual 
Christmas Market Week edition, will fea- 
ture a preview of the June 19-23 event at 
New York City, including as complete a 
list of exhibitors as available . . . Regular 
editorial features will be augmented by 
ideas for back-to-school displays, some 
exciting showroom displays by Martex 
(towels and linens), the display story 
behind Washington Gas Light Company, 
a look at the interior of Davison-Paxson's 
new Lenox Square store in Atlanta .. . 
and much, much more .. . in the June 
issue... on the way to you May 20. 


“ 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


w 
EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Managing Editor 
Paul T. Knapp, Associate Editor 
R. James Shriver, Advertising Manager 
Richard Link, Production Manager 
* 


Eastern Office 
Homer Guck, 156 Fifth Ave., New York 
10, N. Y. Phone CHelsea 2-3714. 


Western Office 
Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 
a 
Member 
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National 
Association of 
_— Industries 


Associated 
Bureau of Business 
Circulation Publications, Inc. 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 





They’re Previewing Williams’ Next Show. Twice every year store people watch wide-eyed while Williams foretell: 
next season s fashions in Display. The idea-packed June 1960 show, now in rehearsal, will feature 3 new fashion groups and new 


millinery mannequins by Mary Brosnan, new 5 foot | Junior Petites, new Patina Sportswear forms, fetching new Durabelles 
and totally different Displayers of every description. See you in New York in June. D. G. Williams Inc., 498 Seventh Avenue, 
New York 18. Mary Brosnan mannequins, Durabelle mannequins, Patina forms, Lumilite displayers, imaginative novelties. 
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ENTER NOW! 


1960 


International 


DISPLAY CONTES 


DISPLAY WORLD's big contest for 1960 is now underway. 
There are 65 merchandise and service classifications, and every dis- 


part. 


playman is eligible for the plaques and medal awards. 
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Decide now to take 


This Twelfth International 


Display Contest — with 210 awards — will continue to prove an incentive to still 
better display throughout the world and to reward outstanding displaymen with 
tangible evidence of their ability. It is our belief that this recognition of meritorious 
work will benefit the entire profession, and we view it as one of our obligations to the 


field we serve. 


All displaymen are invited to participate. 


There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 










. All entries 





. Any displayman in the world may enter this con- 
test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 

. All entries must be of displays installed during 
the year 1960, except those 1959 displays received 
after the December 31, 1959, deadline. 

. Entry is by means of one or more unmounted 
black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 

. Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46." 
become the property of DISPLAY 
WORLD. 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 
. Entries may be submitted at any time. All entries 
received during a given month will be judged for 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1960. Entries received after this 
date will be entered automatically in the 1961 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


. In case of a tie, duplicate awards will be made. 











Mail Your Entries 


to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 





CLASSIFICATIONS 


. Women's Dresses 
2. Women's Blouses, Sweat- 
ers, Sportswear 


3. Women's Coats, Suits 
4. Furs 

5. Bridal Displays 

6. Millinery 

7. Lingerie 

8. Foundation Garments 


9. Women's Shoes 

10. Women's Hosiery 

11. Bags, Gloves, Accessories 

12. Cosmetics, Perfumes 

13. Women's Bathing Suits, 
Beach Wear 

14. Women's Evening Wear 

15. Mother's Day Displays 

16. Children's and Infants’ 
Wear 

17. Teenage Apparel 

18. Men's Clothing 

19. Men's Shirts, Neckwear 

20. Men's Hats 

21. Men's Shoes 

22. Men's Robes, 
Underwear 

23. Men's Evening Wear 

24. Men's Sportswear, Bath- 
ing Suits 

25. Father's Day Displays 


Pajamas, 


26. Yard Goods, Curtains, 
Draperies 
27. Notions 


28. Linens, Bedding 

29. Furniture 

30. House Furnishings, Rugs 

31. Paints, Wallpaper 

32. Jewelry, Watches 

33. China, Glassware, Silver- 
ware 

34. Toys 

35. Luggage 

36. Sporting Goods 

37. Musical Instruments, 
Phonographs, Records 

38. Radios, Television Sets 

39. Office Equipment, Sup- 


plies 

40. Books, Greeting Cards, 
Stationery 

41. Drugs 


42. Groceries 

43. Candy, Nuts 

44. Liquor, Bottled Goods 

45. Hardware, Garden Sup- 
plies 

46. Auto Showrooms 

47. Major Appliances 

48. Minor Appliances 

49. Utility Service 

50. Bank, Savings Institution 

51. Photographic Equipment 

52. Travel Displays 

53. Exhibit Booths 

54. Floats 

55. Spring-Easter Promotions 

56. Style Show Settings 

57. Civic, Institutional 

58. Thanksgiving, Independ- 
ence Day Displays 

59. Special Event Promotions 

60. Christmas Institutional 

61. Christmas Merchandise 


62. Christmas Interior 
63. Christmas Exterior 
64. National Advertiser's 


Display Units 
65. Miscellaneous 
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One Stop @ e e for your sign needs 


MAY, 
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SIGN MACHINES 


and supplies 


SIGN MACHINES... The Line-O-Scribe comes 
in 4 sizes and 8 models, using standard metal and 


wood type. prints any cuts or half tones. 


CARDBOARD .... All colors, 6-ply coated 2 sides 
and 14-ply finished one side. Best quality, sheared 
to all wanted sizes .. . Scroll paper, too, in 5 colors. 


INKS ... Fast-Dri inks that come in every color, 
special shades mixed to match any sample. Dry in 
5 to 10 minutes. Do not set on type or rollers if 
left on, can be easily cleaned anvtime. 


CLEANERS... Type and Roller Cleaner for use 
with Fast-Dri or similar inks. Leave rollers in 
clean, dry condition for next use. Hand Cleaners 
that remove any ink and keep skin soft. 


TOPPERS and IMPRINTED BLANKS .. . for 


sales and special events, speed up signing for sales 
and give your merchandise the extra-value appeal. 


CUTS and DESIGNS .... Attract attention, sell 


extra merchandise for special promotions, 


Mother’s Day, Dollar Days, Christmas, etc. 


TYPE ... All the standard styles and sizes plus... 
exclusive studio lettering, Beaufonte, Bellaire, Bon- 
Air, Beaux-Art and Fashionaire type in display sizes. 


1960 


4510 N. RAVENSWOOD AVE. 


Pogecetaetitict 


SIGN EASEL and SCROLL HOLDERS. ... in all 
brass, come in a range of sizes to handle all the 
sizes normally used. 


CARD HOLDERS 
finishes with flat or round bases in the full range 
of sizes. 


Conventional chrome 


REQUISITION FORMS .... that show your people 
how to write good sign copy, controlled by layout 
and lineage, design based on research and copy- 
righted. 


SALES and SERVICE .. . Our national sales 
organization is qualified and ready to help you 
with an aggressive sales promotion program in 
your store, and our company wants to serve you 
faster and better. 


Write for New Catalog M60 on 
Line-O-Scribe machines 
and supplies. 
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Model #1L-113 48” high — 60” long 
Model #L-114 63” high— 60” long 
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Beautifully styled in French 
Provincial Design and 
finished in exquisite 

antique white and gold. 

The custom design of the 

“Riviera” offers display par 


excellencé at an astonishingly low price. 


H Available at your Display Dealer or write 
Ss lis WOODWORK Co. 


40TH AND WESTMINSTER AVENUE, PHILADELPHIA 4, PENNA. * EVergreen 2-7340 


DISPLAY WORLD 





SILVER GLASS» 
TINSEL 


a Puintontchad for brilliance . . . unequalled for 
sparkle... andnow, TARNISH-PROOF to 
protect its lustre after continual exposure. 


Potters Silver Glass Tinsel —the truly eco- 
nomical tinsel for all nee applications, For a 


|  initely, use Potters Tarniah;Proo! Silver 
Glass Tinsel. In sizes from 10 to 50. 
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VISIT THE 


HRISTMAS. AOLIDAY HOUS 


] ie zt é 


JUNE 19 (Sun.}-23 (Thurs.) 

I8th FALL & CHRISTMAS 

DISPLAY MARKET WEEK 

AT NEW YORK TRADE SHOW BLDG. 
AND HOTEL NEW YORKER 


“NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET & 7th AVENUE, NEW YORK CITY 1, N. 


MAY, 1960 








SWIC H to Amplex Focalites to solve your display lighting problems. With Focalite down on 


the floor, up on the wall, dropping from the ceiling, extending from a panel... you 
switch to new found versatility in mood, contrast and treatments. May we send you a Focalite brochure to 


simplify your switch to quality and performance? 


amplex 


Write for free catalog: 
Amplex Corporation 
214 Glen Cove Rd. 
Carle Place, L. 1., N. Y. 


DISPLAY WORLD 
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NEGATIVE MOLDING WITH CELASTI 


Nothing’s simpler... all you need is new, improved Celastic, a standard activator (MEK, avail- 
able locally) and ordinary grease. (Alternative release agents: aluminum foil or wet newspaper.) 
This is how Shawmut Indians are made by Tirone Studio, Boston, Mass. 
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1. Grease mold... 2. tear pieces of Celastic 3. dip Celastic in regular 4. form into mold (no _ 5. finishinsideseamwith 6.let dry, remove 
(tearing givesafeathered activator (methyl-ethyl- tools needed)... join’ strips of Celastic... from mold and 
edge)... ketone) two halves apply finish. 






For negative or positive molding, armature or free-form sculpture 


USE CELASTIC AND YOU'VE GOT IT MADEI 


A CE NSiEe 


DIVISION OF WASCO CHEMICAL COMPANY 
5 BAY STATE ROAD, CAMBRIOGE 38, MASS. 


Exclusive distributors for display Celastic: mAMAR Ah FABRIC CORPORATION 


130 W. 46th St., N. Y. C. (branches in Chicago and Los Angeles) 
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Quite a bit of correspondence concerning display contests 
sponsored by various manufacturers of merchandise has been coming our 
way recently from both displaymen and manufacturers presently having 
such contests and others contemplating contests. This would seem an 
ideal time to discuss this controversial subject. 


The most often heard debate on the subject centers around 
whether the buyer should get a share of the winnings and how much. 
Yes, the buyer does deserve a portion of the prize and resultant 
publicity, even though he has absolutely nothing to do with the display 
design or installation. It should preferably be less than that granted 
the displayman, but never more than 50-50. Why? Because it is his 
responsibility for securing the merchandise in sufficient quantity and 
depth to make the display a success sales-wise, and, in many cases, he 
is responsible for the paperwork involved in entering the contest. 
Also the manufacturer should be allowed the prerogative of offering 
this incentive to the buyer to buy his merchandise. When the prize is 
less to the buyer, there is less possibility of the buyer's judgement 
being swayed. 


Here are some specific examples of poor contests: 1. Where the 
buyer (or even the advertising manager) gets all or a lop-sided 
majority of the prize. 2. Where prizes are misstated or not clearly 
defined in the announcement. 5. Contests that stipulate that the 
manufacturer's display materials--whether suitable or not--must be used 
prominently before the entry will be considered. 4. Where there is not 
at least one competent display authority among the judges. 5. Where 
the amount of merchandise purchased by the store has any bearing upon 
the outcome of the contest. 


What can you do about contests that do not meet acceptable 
standards? First, you can write to the manufacturer or the agency in 
charge of the contest arrangements and explain the situation thoroughly 
but politely. Second, let DISPLAY WORLD Know about any suspected 
irregularities or unfair practices. We will check out any rumors and 
report our findings promptly. Occasionally we print news items con- 
cerning contests without complete knowledge of prizes and rules. We 
don't knowingly publicize contests that violate our concepts of fair 
practice. Above all, don't let the matter develop into a petty 
squabble between you and the buyer, and don't let any contest sway 
your merchandising judgement. If it doesn't fit into your display 
program, decline to enter. 








Considering that even some of the contests offering top prizes 
receive far too few entries to make the ventures financially sound, 
manufacturers, in many cases, are wasting their promotion money on 
such contests. Their money would go a lot farther and accomplish much 
more if it were divided among the stores on the basis of a cooperative 
display allowance. Or the manufacturers could provide stores with 
versatile display fixtures or props with the stipulation that the 
display materials must first be used in a display of their particular 
merchandise. This has been tried (Please turn to page 64) 
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A Salute to 
Southern Beauty! 
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We're taking a bit of Southern 
Charm... romance and magnolia 
blossoms...to New York City 
during N.A.D.I. Market Week to 


introduce Veda’s new beau monde 


SOUTHERN BELLES 


You'll see the Show Boat tied up at 
Saint Louis...where the charm of 
the Old South flourished ...then down 
the Mississippi to Memphis, Natchez, 
New Orleans...with new Southern Belle 
mannequins lending an aura of 
sentimental loveliness always associated 
with the gracious ladies of this 


nostalgic ‘solden era of fashion’. 


lt isn't too early to begin plan- 
ning your N.A.D.1L. visit in June 

-and of course you'll want to 
see these all-newly-sculptured 


beau mondes ! 





Visit our New York Showroom 
ll West 42nd Street 
Suite 1004, Salmon Tower Bldg. 


( "rea ted by 


beau monde 


Division of 


American Fixture Inc. @ Saint Louis, Missouri 
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Are you one of the many crea- 
tive display designers that has 
discovered versatile, economical 
Upson Display Boards... 4.” Easy 
Curve, “1,” and ¥,” Upson and ¥,’ 
Upson Striated Panels, all in 
conventional sizes...also *” for 
interior and exterior use, sizes 
up to 8’ x 20’? We sure hope so! 


THE UPSON COMPANY ¢« 550 UPSON POINT ¢ LOCKPORT, NEW YORK 


Display Board 


DISPLAY WORLD 





The 
SHOW 


WINDOW 


... Looking Glass 


Or 





_.. Look-in Glass? 


By ALFRED MAKULEC 
Store Lighting Specialist 
General Electric, Nela Park 


PART TWO 


HE possibilities for attracting cus- 

tomers into a store can be considerably 

increased with open-front design. Many 
more items can be seen than could possibly 
be displayed in a standard show window. 
The entire store, in effect, becomes the show 
window. 

This concept presents some specific light- 
ing problems in terms of effective display 
and general illumination. Daytime reflec- 
tions, of course, have the same effect as with 
closed-back windows. However, there is no 
small area of background that can _ be 
brightened to mask reflections, so different 
lighting considerations are involved. 


Brightness on a Large Scale 


The large architectural surfaces within the 
store—ceilings, upper walls, and space di- 
viders—should be bright enough to overcome 
lighting that 
occupy a large part of the ceiling area, or 
indirectly light most of the ceiling, are quite 
effective. Wall with 
coves, cornices, or luminous panels 
than 


reflections. General systems 


lighting valances, 
should 
necessary tor 


floors. 


be brighter would be 


completely enclosed sales Special 
attention should be given to lighting vertical 
surfaces of displays in showcases and wall 
This is a conventional practice, but 
handled Areas of 
brightness should be larger, and backgrounds 
light-colored or luminous. Floors should be 


of the 


Cases. 


too often inadequately. 


highest reflectance practicable, to 
produce the maximum brightness from the 
general lighting which should provide 100 
footcandles or more. This not only helps to 
overcome reflections, but acts as a sales tool 


that improves the visibility of merchandise. 


MAY, 1960 


OPEN FRONT 
STORE 


—In this late-afternoon view of an automobile showroom, the masking 
effect of daytime reflections is demonstrated in the top picture . . 


Fluorescent general 


lighting, and accent lighting from 500-watt 


PAR-64 lamps, reveal the interior and emphasize the merchandise .. . 
The light-colored walls in the background are essential to the success 


Lighting for Selectivity 

Spotlighting takes on added importance in 
open-front stores. Displays close to the win- 
dows (and these are desirable) have a vis- 
ually confusing background, and must be 
sharply accented to stand out. Displays at 
a distance from the window occupy a frela- 
tively small portion of the visual field. They 
need high-level spotlighting if they are to 
have the commanding visibility that is the 
purpose of an open-front store. 


VENTILATION AND FADING 


Heat energy, introduced into show win- 


of this installation.— 


dows by direct 
effective 


raise air 


sunlight and by daytime- 
window lighting, can sometimes 
and surface temperatures to the 
point where some means of cooling is desir- 
able for several reasons. Ventilation can 
prevent excessive heating of walls adjacent 
to the selling area. This reduces the load 
on the store’s cooling system, and prevents 
the wall from becoming a radiant heat 
source. The other reason for ventilating 
windows is to reduce fading. When temper 
atures reach 150 degrees F, as they may in 
sunlighted windows or in spotlighted areas 
of windows with several hundred _ foot- 


—This older store was remodeled and relighted so as to take advantage 


of open-front design 


. Three Power Groove fixtures, with four 8-foot 


lamps in each, provide 130 footcandles of general lighting in the sales 
area... A cheerful, spacious effect is obtained because of the luminaires’ 


upward component . 
several 





Mannequins in the windows are spotlighted to 
hundred footcandles by 


units that also accent color, sheen 


and texture— 





—Above the display zone in this fluorescent- 
lighted corner windew is an arrangement of 
blowers and ductwork that connects with a 
larger ventilation duct serving several windows 
..« The warm air is blown through the duct and 
exhausted to the outside . . . This protects cus- 
tomer comfort and reduces the load on the 
cooling system— 
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—Here is a variation in open- 
front design that accents specific 
items and whets the curiosity of 
passersby while protecting the 
privacy of customers . Items 
on display are highlighted by 
fluorescent equipment built into 
the shelves and the canopy at the 
top of the screen— 


Editor's Note: For a complete 
list of leading manufacturers of 
store and display lighting equip- 
ment who will be gled te help 
you solve your individual light- 
ing problems, write to DISPLAY 
WORLD, Cincinnati 1, Ohio. 


candles of general illumination, some mate- 
rials fade much more rapidly than they do at 
lower temperatures. 

Many systems exhaust air trom the space 
above displays, replacing it with air trom the 
selling floor, or with filtered air trom out- 
side. In summer, the air is usually exhausted 
to the outside, away from pedestrian trafhec 
During the heating season, it can be directed 
to entrance areas to provide supplementary 
heating 


Factors in Ventilation Design 


Windows on the sunny side of the street 
require provision for heat removal 
than those on the shady side, because solat 
heat is added to that from the lighting. 

Filament general lighting systems gener- 
ate more heat per footcandle than fluores- 
cent systems and require more cooling Ca- 
Ventilation number of 
Each installation requires specific 


more 


pacity. involves a 
variables. 
study 
Factors in Fading 

Light acts as a catalyst, with certain dyes 
and pigments, in speeding an oxidation re- 
action that gradual fading. The 
quantitative effect of light on fading is not 
easily predictable, because materials differ 
greatly in color-fastness. Developments in 
recent years in textile fibers and coloring 
agents have helped to reduce fading. 

The type of light source has relatively 
little effect on tading rates. Other things 
being equal, fluorescent, filament, or daylight 
filtered by window glass, all produce about 
the same tading effects for the same total 
exposure in footcandle-hours. An exposure 
to 100 footcandles for 500 hours will pro- 
duce about the same fading as 1000 foot- 
candles for 50 hours. 


Causes 


In general, most filters 
applied to lighting systems reduce fading in 
about the same proportion as they reduce 
illumination 


Arrangement and Handling of Displays 

Where windows are exposed to sunlight 
it is often possible to display most valued 
items out of range of direct sunlight. This 
reduces the total exposure of merchandise 
to light, because the sun’s effects are not 
added to those of the lighting system. Fre- 
quent changing of window displays also 
helps to reduce fading losses. 

Kven with protection from sunlight, and 
a regular and economical trimming schedule, 
some items with “fugitive” colors may be- 
come unsalable because of fading. In such 
instances, many merchants consider that 
the costs of such losses should be written 
off as advertising expense. Certainly, et- 
fective display has value—often far beyond 
that of a single item. 


ACCENT LIGHTING 


The window display serves as a dramatic 
stage setting for merchandise, and frequent- 
ly theatrical lighting effects are highly de- 
sirable. The stage lighting designer has the 
advantage, however, of having the stage as 
the only area of interest to the audience. 
Therefore, he can concentrate his entire 
attention on producing maximum dramatic 
impact within the scene. The window de 


[Please turn to page 45] 
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LIGHTING FOR DAY 
AND NIGHT 


—Lighting effects need not be the same day 
and night . . . Frequently a more dramatic 
effect is desirable for nighttime viewing when 
window reflections are not as severe as they 
are during the day .. . At far left, is daytime 
general lighting of 200 footcandles on the 
background provided by Power Groove fluo- 
rescent lamps and PAR-8 floods . . . Two 300- 
watt narrow spots accent the mannequin at the 
left . . . A narrow spot and a medium flood 
are aimed at the figure on the right .. . Low- 
voltage "“pin-spots” highlight the purse and 
the gloves . . . Time-clock switching offers a 
convenient way of shifting to a pre-set night- 
time pattern of window lighting . . . The spot- 
lighting remains the same . . . The background 
is illuminated by colored reflector lamps con- 
cealed behind the side wall and the textured 
plywood wall . . . Highlights and shadows on 
the merchandise are more dramatic . .. The 
background is colorful and texture is more 
obvious— 


COMPARISON OF BEAM SPREADS 


—The same housing, mounted at a typical distance and angle from the mannequin, is used with three different 300-watt PAR-56 lamps . . 
beams are oriented vertically . . . At left, the narrow spot beam is concentrated almost entirely on the dress, with coverage from shoulder to hemline 


. . « The medium flood, center, covers the mannequin from head to toe, withvery little spill light . . . 
that from the narrow spot .. . The wide flood, right, covers the mannequinand “spills” a considerable amount of light on the background .. . 











—Well-lighted space dividers and wall displays, 
shown at left, are important features of this open- 
front store with its “jewel-box" windows on both 
sides of the recessed entrance . . . A combination 
of privacy and visibility is achieved, and _ indi- 
vidual items are accented . . . Most of the availa- 
ble window space is not utilized by this jeweler 
who prefers small, vividly accented displays . . . 
This view of the window interior, above, shows the 
arrangement of 150-watt reflector lamps sus- 
pended above the louverpanel “ceiling in each 
niche . . . Solar heat has little influence on interior 
temperature because of the location of the windows 
and the presence of the draperies . . . Heat pro- 
duced by the lamps is exhausted to the exterior by 
natural convection . . . Employes appreciate the 
comfortable thermal conditions in this area when 
changing or removing displays — as they do almost 
daily — 


mum illumination is slightly less than one-fourth that produced by the narrow spot— 


. The oval 


Maximum illumination is slightly less than half 


M axi- 

















Selling Quality Furniture 
At Pogue's, Cincinnati 


Tomlinson's Pavane gets the royal treatment when six de- 


partments, including display, combine talents to introduce 


new furniture collection to quality-minded shoppers 


UCCESSFUL department store promo- 
result than just the 


Depart 


more 
Display 


tions from 
contributions of the 
though few displaymen can 
themselves to admit this. Most preter to 
take the attitude that store traffic is produced 
which 


ment, bring 


not because of salable merchandise 
they (displaymen) don't buy—or strong ad 
vertising—which don’t produce—but, 
rather, because of the beauty of interior and 
This is not to say that dis 


they 


window displays 
play effort is of no consequence, nor does 1t 
mean that buyers and advertising personnel 
are not similarly inclined toward the value 


of their work It does indicate, however, 
that credit for promotional success 
which had 


then 


must be 


divided among the departments 


the responsibility for its execution. It 
is axiomatic that promotional planning must 
include the delegation ot areas of respons! 
bility 

\ good example ot this 1s provided by the 
introduction recently of a new line of turn 
ture by the H. & S. Pogue Co. in Cincinnati 
[he line is the now-familiar Pavane collec- 
tion o! 


or soon will be, in virtually every home 


furnishings and interior decorating magazine 


published. Many Pogue's 
took part in the Pavane promotion; Furni- 
ture, Advertising, Publicity and Special 
Events, the Interior Decorating Salon, Di1s- 
play, Food Department 


Each had an integral role 


departments at 


even the Service 


16 


fomlinson, which has been teatured, 


planning the promotion 
atter Tomlinson had 


Pogue's began 


last spring when, 


offered and the store accepted the franchise, 


store executives met to chart the direction 
the introduction would take. A number of 
facets unique to Pavane had to be consid- 
The very nature of the collection, its 
80-odd adaptability to 


ered. 


size of pieces and 


—Pavane chest was used with 
nightgown in interior floor dis- 
play at entrance to third- 
floor Lingerie Department .. . 
Other departmental displays 
showed Povane pieces appro- 
priate to merchandise car- 
ried— 


—Center Arcade window, left, carried two Pa- 
vane items in different finishes to illustrate 
ability of furniture to be mixed :; Note 
ready-to-wear item, priced at $350, which 
Pogue's utilized to indicate quality aura of 
Pavane line ... Window was termed "poster — 
—Bliue predominated in formal window setting 
designed to balance rural dining room at oppo- 
site end of Arcade bank Paneled walls 
of Wedgwood blue and royal blue Karastan 
carpeting, set of Pavane-white furniture uphol- 
stered in blue . Again, expensive ready-to- 
wear is shown on mannequins— 


rooms ot differing character, had dictated a 
Tomlinson requirement that accepting stores 
install special Pavane galleries to show the 
line in room settings decorated to reflect the 
varying themes capable with it. Pavane also 
was expensive, not only in terms of a store’s 
sample pieces and a 
when its retail 
lines — 15 


investment in 
gallery, but 


initial 
special also 
price 
per cent higher than Tomlinson’s Sophisti- 
cate collection of several years ago. Thus, 
any promotional effort had to be directed 
toward capturing the interest of a specific 


was compared to existing 


[Please turn to page 62] 











—Obviously-masculine Hunt Room, top left, led off Pogue's special 
Pavane gallery of nine room settings . Gold Karastan carpet and 
gold and rust wallpaper complemented items upholstered in rust and 
finished in Pavane sherry, soft, warm brown 


High Point, 
at right— 


Notice similarity to Hunt 


Room setting at Tomlinson's, N. C., showrooms, shown 


—Contemporary living room, top right, was decorated by Richard Sager, 
Interior Decorating Salon manager, to indicate suitability for either home 
Karastan 


or apartment . . . Wood finish again was Pavane sherry . 


carpeting was in red blending with red and white flocked wallpaper— 


THE ROLE OF 


By ALFRED AUERBACH 
Alfred Auerbach Associates 
New York City 


(Ed. Note: Alfred Auerbach Associates is agency in charge of 
Tomlinson's sales promotion program.) 


ORE and more, alert merchants are becoming aware of the 
fact that this is an age of visual selling, of silent sales- 
manship. 

This holds true of many fields of merchandising, of which per- 
haps the most widespread and efficient example is the supermarket 

-a post-war phenomenon. Here you have silent salesmanship at 
its peak; there is literally no salesman at all, unless you count 
packaging as a kind of salesmanship. It is, of course, but it’s silent 
salesmanship. 

In the home furnishings field, so complex, diversified, and full 
of emotional undertones for the shopper, no danger exists that 
we'll ever witness the day of automatic selling on the retail floor. 
However, much can be done and is being done to make the display 
a vital part of the sales effort. A dramatic, colorful, imaginative 
presentation of furniture helps everyone. It helps: 

(a) The idea-hungry shopper, eager for suggestions and 
stimulus. 

(b) It helps the bewildered and over-burdened sales- 
person, facing a new kind of questioning and demanding 
shopper. In part, the display answers questions for him. 

((c) It even helps the decorator. He or she does not 
need a vignette or a room scene to evolve a creative solu- 
tion of a particular decorating problem at hand. However, 
it saves the decorator time. You can take a client over to 
the display and make new ideas come alive by showing how 
they can be adapted from the presentation on the floor. 
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SELLING 


Although more and more stores are showing an awareness of 
the importance of “visual merchandising,” it is a sad truth that 
there are many, many stores that remain backward in this respect. 
A primary problem concerns itself with top management viewpoint 
and with the budgets that are available for display purposes. I 
have for many years contended, in conversations with store heads, 
that they had an old-fashioned notion about the appropriate ratio 
that should exist between expenditures for newspaper advertising 
and for display. In essence, a display is a three-dimensional ad and 
should be regarded as such by any thinking merchants. I insist 
that in most retail institutions the display budget is too small in 
the light of changing merchandising considerations. This holds 
particularly true in home furnishings where such enormous changes 
have taken place, both in the design of the merchandise and in the 
nature of the audience to which we are catering. 

I would like to see a far-flung vigorous crusade on the part of 
every promotion-minded display director, stylist, head of decorating 
bureau, or ad manager, in which top management is sold the 
absolute importance of allocating an adequate sum of money for 
display. 

A word about maintenance: Too often much thought and much 
skill and considerable money are lavished on a new collection of 
furniture at the launching point. Everything has been meticulously 
thought out, down to the last pin cushion. Go back 90 days later 
and what do you see? A sad, bedraggled, neglected, dusty exhibit. 
Need I say more? 

l am sure all of you have read some of the forecasts about “the 
fabulous 60's.” In essence, it is predicted that we face the most 
prosperous decade in the history of the country. Before the decade 
will have run its course, the population of the country will have 
risen from 176 million to more than 200 million. The national gross 
product will have accelerated from 475 billion to 750 billion. There 
will be money in the land for fine merchandise, dramatically and 
handsomely presented. 





By 
RAYMOND 
MASSEY 


Photos Courtesy 
Virginia Roehl 
Studios 


Delman Shoe Salon (right) 
Jerry Morgan 


Welman likes Delicate Piping on the Dressy En 
velope Suit Pump’—and Jerry Morgan and Rt 


Miller, assistant display director, felt that using the 


store s well-known stationery to show the shoe was 
a merchandising natural, not to mention a deft 
institutional toucl Im othe Companion window, a 


brass buckle” scored with a bagpipe 


Manhattan Potpourri 


From Fashions .. . 
To Pottery... 
To Travel... 


66 HE New Look in Mannequins” and, indirectly, displaymen recently 
received a well-deserved bit of attention in a piece by Gay Talese 
in the New York Times Sunday Magazine. The trade certainly 

enjoyed it and, judging by conversations with friends, it made quite an 

impression on the public at large. The mannequin, Gay Talese con- 
cluded, "is a symbol of the impeccable woman, the perfectly formed, 
perfectly dressed, perfectly groomed woman in a perfect setting. To 
deglamorize the scene is intolerable. Women will not stand for it. For 
an unkempt woman to appear in public is not so shocking. But for an 


unkempt mannequin to appear in public never!" . . . Preview: 
Watch Revlon. 


Henri Bendel (left) 
Laurence Bartscher 

When showing $500-$3000 couture origi- 
nals by Chanel, Balmain, Gres, et al., one 
could hardly go more Parisian than the 
French counterpart of the New York 
Times, Le Figaro—here glued to _ black- 
fringed window shades with jewel-studded 
silk-cord letters spelling “PARIS” super- 
imposed over headlines such as “Le reine 
Elisabeth d’Angleterre a un second fils.” 
“The merchandise didn’t arrive until three 
o'clock in the afternoon,” recalled Larry 
Bartscher, who likes to plan things months 
ahead of time. “We've been selling them 
right out of the window.” The background 
was of white faille, while the floor was 
covered with a white carpet. Connoisseurs 
of decolletage will dig the dress in the 
center foreground. 
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George Jensen (right) 
Sven Ilsoe 


While there’s nothing new about using 
shipping crates to suggest the imported 
theme, Jensen’s Sven Ilsoe and his assist- 
ant, Stig Skoglund, brought it off with a 
subtle casualness that had “pro” written 
all over it. The occasion was “Forms,” an 
exhibit on the second floor of 300 pieces 
of pottery and artware by 40 artists from 
Denmark, Finland, Norway and Sweden- 
e.g., Rut Bryk, Lillemore Mannerheim, 
Hertha MHiullfon, Karl Schultz-koln and 
Axel Bruel. 


Stern's (right) 
David Dunay 


+s 


Please Do Not Feed the Children” was 
one of the lines used to introduce Stern's 
Young Shops, a spaciously displayed tod- 
dler-to-teens collection on the second floor 
embellished by an_ old-fashioned penny 
candy store—“One Lump or Two? ... or 
would you rather have candy instead?” 
In this window, specimens of Genus Puell 
Coquetta, sporting Lollypop Yellow tash- 
ions, are doing a_turnabout-is-fair-play 
with slatboard animals. David Dunay and 
Brenda Burns collaborated on the copy, as 
is usually the case. 





Swiss National Tourist Office (left) 
Ron B. Prybycien 

“Tourist office displays have run the plane-and 
globe thing into the ground,” said Ron B. Prybycien, 
assistant display director at Tiffany’s, discussing a 
freelance assignment. “One of Switzerland’s big 
gest attractions this year is The Great World 
Theatre, a passion play type of performance that 
dates back to 1675 and is given every five years in 
front of the Benedictine monastery in Einsiedeln 
Thousands of people will see it, and thousands more 
might be interested in seeing it 1f they knew some 
thing about it. As wide an appeal as skiing has, 
it's certainly not the only appeal.” The bendboard 
monastery was first coated with a textured paint, 
then shaped with plaster squeezed trom a tube. Cone 
shapes with heads of different colored pins gave the 
illusion of a crowd gathered in tront. The cross 
at the right 1s an abstract treatment ot the Swiss 
flag and of various canton flags. Intormative copy 
on parchment set the stage with an appropriately, 
dignified tone in a presentation tramed in midnight 
blue. 





STORE-GAZING 


at Wolf & Dessauer 
Fort Wayne, Ind. 


Interchangeable counters provide for versatility with- 


out leaving tell-tale marks on floor .. . Related depart- 


ments well integrated in design and decor. . . Func- 
tional perforated hardboard panels used extensively 


in non-apparel departments. 


a 


NI: of the most outstanding features of the new Wolf & Dessauer 
department store at Fort Wayne, Ind., from a functional stand- 
point, is the counters, which are set on permanent beige and 

vite micarta bases. This allows different styled counters to be placed 

on the bases without leaving an unsightly floor when the usual gondolas 
ire moved, ‘These counters are clearly indicated in the photos of the 


men's department and jewelry department on the opposite page. 


Departments not adaptable to this type counter feature clean cut 
cabinets and tables on metal legs, tor instance the millinery department, 


nat shown 


Interior design, done by Allen H. Dahme & Associates, Inc., does not 
follow the strict contrast of departments as is the current rage, but 
blends related departments with each other through harmony of color 
and decor. Accessory departments have been located close to one another 
so that the customer can match millinery, hosiery and gloves easily—a 
feature often overlooked but necessary to efficient selling. 

In addtion to the departments shown and described on these pages, 
there are other departments of interest. 

In the luggage department much of the merchandise can be immedi- 
ately seen and selection quickly made. The low carpeted gondolas in 
the center permit the viewing of luggage at ground level. Rear walls 
are lined with blue pertorated hardboard panels with carpeted and 
white micarta adjustable shelves. Two tone blue and white overhead 
panels carry travel sketches. Floor is linoleum covered. 

In the men’s sportswear department, woods create a masculine air 
with back wall covered with bleached planking and overhead fluorescent 
light covers in darker finished wood. 

The housewares shop invites selt selection and impulse buying. De- 
partment and brand name signs are prominent. Counters and racks 
show a variety of merchandise with every bit of space utilized for that 
purpose. Perforated hardboard panels cover the walls to show pots and 
pans. The paint shop at the rear has a separating wall sectioned into 
many color panels. 

The High School Shop is distinguished by its giant piano keyboard 
atop a rear ledge. 

Lighting throughout the store is accomplished by square fluorescent 
and incandescent light fixtures set into the ceiling in symetrical rows. 


—Photos courtesy Retail Reporting Bureau, 10! Fifth avenue, New York City, 
publishers of window and interior display reporting services— 








Bridal Salon (top) 


This entrance to the Bridal Salon is decorated 
with a circular wrought iron display cage which 
features a single bridal mannequin before a 
moulding framed wall panel, covered with overall 
design wallpaper. Inside the shop an interesting 
open display shows two figures standing behind 
a wooden frame which is attached to the rear 
by overhead, iron, curved bars. The wall inside 


this framed area is covered with antique mirrors. 


Carousel Children's Shop (bottom) 


Here is a colorful wooden carousel type fixture 
for the display of stuffed toys (or other items) 
for the very young set. The upper shelf is tied with 
brass ringed cords. It is located between the 


Tots Shop and the Nursery Shop. 


DISPLAY 








Fashion Dresses (top left) 

The Small Money Dress Shop and a shop for slightly higher 
dresses are side by side. A white wooden panel separates the 
shops, its forward separating wall is faced with blue and white 
architectural prints, which also decorate the overhead wall in 
the budget shop. The shop at right is decorated with a peaked 
roof unit at rear. The same brass and glass chandelier is used 
in both shops. A wooden lattice work frame has been wrapped 
around the column while glass light globes are suspended from 
the ceiling. Floor is carpeted. This is adjacent to the Crystal 
Room (not shown) where fashionable dresses are modeled. The 
entrance is distinguished by a curved panel created of white 
wire and two ended brass knobs. Floor is carpeted in baby blue. 
Walls carry perspective architectural drawings. A brass chan- 
delier, decorated with black glass prisms, centers the circular 
shop. White, blue and upholstered furniture adds color. 


Men's Shoes and Hats (bottom left) 

These adjacent shoe and hat departments show merchandise in 
open displays. Hats at the right are on pegs for customer selec- 
tion. Overhead glass globes decorate the section. A three-way 
mirror is prominently located in this shop. The shoe department 
features an overhead flat, wooden trellis which is continued on 
to the rear wall. Inclined shoe shelves are attached to this wall’s 
planking. Green, plastic upholstered, wood framed chairs are 
placed in rows on the carpeted floor inside this attractive shop. 
The rest of the floor is covered with linoleum. Brand names and 
department names are conspicuously placed in white cutout 
lettering on the leading edge of the dropped trellis. 
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Women's Shoe Salon (top right) 

Micarta is used in the stylized, shoe display counters 
and in the unique, circular shoe and millinery displayer in 
the left foreground. This unit is wood grained at the bot- 
tom with metal work canopy above. Peach upholstered 
fitting chairs are off-set by a black and white draped 
fabric wall that carries a large, built-in shadow box. 
White metal and beaded chandelier carries star-burst 
bulbs. Floor is carpeted in a two tone pebble grain weave. 
Stock rooms, behind the rear wall, are accessible through 
two doors. 


Fine Jewelry (bottom right) 

White and wood grained micarta is well used in this 
semi-private Fine Jewelry section. The shop is set off from 
the main floor and framed overhead by a two-toned blue 
and white panel. Unique light fixtures made of stainless 
steel cubes with diamond and circular punch outs are sus- 
pended from the ceiling and tied together with stainless 
steel rods that have a white wire trim. The rear wall is 
planked with tongue and grooved cypress. The walls in- 
side the white wood-framed cases against the back wall 
are covered with mottled gold and silver paper. An all- 
glass case, capped and based in white, girdles the column 
which centers the entrance. Inside walls of this case are 
mirrored. 
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MOTIVATION 


Display Exploits 
Human Nature 


Sketches show how pitcher and eight glasses can be 
displayed in many ways to make the most of the im- 


pulse for ownership latent in each passerby 


\\ THY DO CUSTOMERS BUY? Displaymen as well as 

manufacturers and merchants are vitally interested in 
discovering the motives that cause people to buy par- 
ticular products. So far there has not been any concentrated study 
by display (there have been many studies of advertisements) to find 
out whether a particular product will sell better when shown in one 
certain way and involving one definite principle of motivation. 
Gerard Boucher, who prepared the accompanying sketches, has 
written an article on this subject of customer motivation tor a 
Krench publication, Vente & Publicite 

In this article he contends that French displaymen are faced 
with the same arguments that confront displaymen everywhere, that 
is, Which comes first, the product or the display theme. He says that 
many French displays are letting the display backgrounds, props and 
themes dominate the scene in effort to promote superiority of one 
shop over the other in a rather ostentacious manner. We can re 
iterate his suggestion that a displayman should concentrate on 
creating the best display to sell a particular article rather than 
trying to influence passersby that his store 1s better than another 
store down the street because his displays are more beautiful and the 
settings more sumptious. 

fo illustrate his point Mr. Boucher has taken a simple re 
freshment set consisting of a pitcher and eight glasses and in 
corporated these items in nine different displays, all of which excite 
different and contrasting emotions in the minds of passersby. This 
is also an interesting challenge to the ingenuity of a displayman, to 
come up with such diversified appeals 

In conclusion, Mr. Boucher, who is a freelance displayman and 
owner of his own studio in France, admits that it would be 1m- 
practical for any displayman to devote nine of his displays to one 
item such as this or even to consider devoting one display to such 
an insignificant item that would not produce enough profit to 
warrant the expense of display materials, time and, above all, the 
display space for the period of the display. 

From a more practical standpoint, it would be interesting to 
check the resultant sales of a medium price—yet fashionable—dress 
displayed in a variety of ways. One display could feature the 
dress in a glamorous, exclusive, dream-world setting. Another 
dress of the same style and price range could be displayed in a 
practical setting depicting a typical occasion when the dress would 
be worn. Still another setting could stress quality of material, 
workmanship and economy in an altogether different type of at- 
mosphere. All three windows would appeal to different motiva- 
tional impulses: snobbery, practicality and value. But the sales 
produced by each window would be different. 

The question is: Should a store, finding that one particular 
appeal produces increased sales, change its display program—and 


|. The argument, coolness. ‘So Fresh, Fresh, Fresh” 


. Aesthetic beauty. “According to Your Taste” 


2 
3. Pride, reputation. ‘'You'll be Proud to Show It" 
4 


Laziness. “Summer... Sun... Rest” 


DISPLAY WORLD 





possibly its advertising program—to make maximum use of that 
appeal? Some stores could make this decision easily. Others 
that have built up prestige reputations by appealing to exclusive 
clientele over the years are finding the decision difficult. 

With the gradual raising of the economical level to where higher 
priced apparel is within the reach of more and more people, it 
will become more and more necessary for this decision to be made. 

Here are the descriptions of the nine sketches showing how the 
same articles, the pitcher and eight glasses, are used to excite in- 
dividual buying moods: 

1. The argument, coolness. We see the expressive conception 
of mitigated thirst reinforced by the phrases inscribed at one side 
of the window, “So fresh, fresh, fresh.” At the same time it indicates 
the use of the articles displayed. 

2. Aesthetic beauty. The rich ornamentation and high quality 
of the props with which the pitcher and glasses are displayed 
provide an unquestionable attraction for those who are not influ- 
enced by price, but by good taste. The sign reads, “According to 
your taste.” 

3. Pride, reputation. A moderate assembly in which the 
attraction is the item being displayed with the slogan “You'll be 
proud to show it.” 

4. Laziness. A modern arrangement in which the outstand- 
ing symbol is comfort. This is accomplished with words “Summer 
Sun-—Rest” that emphasize this point. 

5. Humor. An extraordinary agility and friendliness is shown 
by the idea that this sketch presents. Color will help a great deal 
in making it attractive. The eight glasses become soldiers and 
the pitcher the leader, with the banner reading “The Jolly Squad.” 

6. Friendship. With a simple decorative trick this idea has 
the singularity of greatly satisfying the emotional and simple con- 
cept of the majority of the public. “To friendship” the sign reads in 
easy script. 

7. Interest in Bargains. In this way the price can be used 
effectively to create attraction. However, it is belittling to the 
merchandise for such an appeal as this to be used, except as a last 
resort. The sign reads: “A bargain to catch.” 

8. Newness, novelty. “Just arrived’ says the sign boldly. An 
appeal to the human vanity for the desire to be always first in 
everything. A drastic way to state that the article or item has 
just arrived, therefore, it has the compulsory power of the latest 
fashion. 

9. Multiple Uses. A general environment that is helpful to 
the presentation of the article by itself, reinforcing the argument with 
phrases and slogans of great compulsion, “Useful for numerous 
occasions and many uses,” reads the main sign. 


5. Humor. "The Jolly Squad” 

6. Friendship. ‘'To Friendship" 

7. Interest in Bargains. "A Bargain to Catch” 
8. Newness, novelty. “Just Arrived!" 


9. Multiple uses. “Useful for Numerous Occasions” 
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Mandel Brothers (above) 
Carl James 


\ city park setting and basic color schemes that varied 
each setting were used in a series ot windows. An 
nteresting backdrop of tamiliar Chicago buildings was 
painted on a panel hung from the ceiling. Lamp post, 
park bench, stone balustrade, sprays ot leaves, grass, 
gravel and a dog on a leash were combined to suggest an 
park. Three mannequins displayed coats, suits and 
in black and white \ white-lettered black 
“(ity Contrasts black and white headlines 
\cocent lighting and placement ot colors subtly 
out the contrasts Perhaps because of the very 
color scheme this window and an adjoining navy 
stopped a great many passersby and drew them 

or a better view 


The Place... 
Chicago 


N a season of traditional wardrobe and household 
replenishing, the windows of Chicago displaymen 
illustrated more clearly than ever the important 
role of the displayman in merchandising. Shoppers 
moved about, many with only vague aims as to pur- 
chases. Using a wide scope of ingenuity, each display- 
man came up with his interpretation of Midwestern 
views. HERE was the place, each window said, to buy 
just what YOU want. The ideas of Windy City spring- 


time were as varied as its temperamental weather. 


Marshall Field (above) 
Virginia Paxson and Staff 


\ corner-window interpretation of recent European designers’ 
spring showings presented a wealth of “continental atmosphere” 
as well as high style spring tashions. Antique furniture, crystal 
chandeliers and walls trimmed with pseudo-plaster swags pro- 
vided the atmosphere of an elegant salon. Fashion sketches, a 
French telephone and a model's dias added the profesional touch 
lresses were black and white. The setting was shades of pink 
Window signs were in the form of invitations, “Here now our 
spring 1960 showing ‘The Wandering Waistlines’.” 


Henry C. Lytton (left) 
G. C. Bowen 


Casual knit dresses were the subject of a display en- 
titled, “Smart Spring Planning . . . the textured knit 
in spring green.” Here the color scheme—pale green 
fashions and background, white grill and yellow for- 
sythia sprays—set the mood for spring wardrobe 
shopping. Bob Busse is window display manager. 
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Bonwit-Teller (right) 
Charles Berendt 


Color set the mood of a window that was almost stark simplicity. 
The fashion promotion was a tie-in with B. H. Wragge. Huge 
cutout posterboard letters were fastened to the wide seamless paper 
that formed background and floor. At one side stood a mannequin 
wearing a simple dress in the same light beige color of letters and 
background. Gold jewelry, rust-color scarf and wicker carryall 
were the only color and texture accents. Yellow lighting furthered 
the sunny effect. The result of this understated display was indeed 
sunny to new Display Manager Charles Berendt. All stock was sold 
out and orders were taken. 


The Season... 


SPRING 


By RICHARD DAY 


Goldblatt Brothers (above) 
Jack Boghosse 


“The Bride Wore White ... tashioned just for her of the lovliest of all 
fabrics,’ was the title of a display ot yard goods tor spring brides. At center 
under a white metal and daisy arch stood a mannequin wearing a short bridal 
gown made of a teatured imported appliqued satin. Dress pattern and mate- 
rial price were prominently placed to underline the home-sewing theme. 
Above and behind the mannequin large swags of laces and satins were draped. 
In addition to providing background, the lavish use of material tempted many 
shoppers to come in, assemble and purchase the makings of an “original” 
bridal gown. 


Saks Fifth Avenue (right) 
Joe Kreis 


Saks flung open the doors to spring to provide an appropriate setting for a suit 
and coat from their sportswear section. Branches of artificial yellow blossoms and 
a small statue suggested a garden beyond the doors. In her arms a mannequin 
held a spray of Saks’ gladiolas sold in the store. Mr. Kreis used yellow lights 
on the beige and brown display which he called, “The Spring paled wools.” He 
reported that response to the display was very good ... the suede coat was even 
sold out of the window. 
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May Co.—Crenshaw (top left) 
Don Pape 
Spl ives naturally, was the 


caption tor the first 


vomen s ready-to 


\ large 


covered 


wear tor this season literally inter 


cardboard carton lined with manila 


with strands oft served aS a 


\ ship 


simulated her 


twine 


mannequin wearing one ot the tashions 


cket tied to one ot her ankles 


1d 


\dded accents ot tootball-size rolls 


carton 


tagged action mannequin on the tloor Com 


sition. All merchandise was 1n natural tones 


Saks Fifth Ave.—Beverly Hills (top right) 
Art Alvarado 


‘ 


otion accented vitl formal rpowns were viewed 1n 


on Wilshire boulevard and the foyer on the 


proved quite a trath stopper by 


mes of pink and a pearlized toun 


vertumed stream identical in tragrance to the 


verhead hung garland strands ot chrysan 


hat spring teeling, and in the foreground, on 


covered pedestal, was the periume \ small reader gave 


pertinent mtormation 


J. W. Robinson (left center) 
James L. Hodges 


“kacshion shot,” lor a spring theme was responsible lor a 


Hodges 
the theme by posing a mannequin in each ot the windows to simu 
late a 


seTrics 


of refreshing and dramatic windows. Mr 


authenticated 


fashion model in a photographer's studio. A camera was 


focused on her and lights illuminated the 


area. In this photo, a 
daffodil-yellow Monte Sano coat was accented by a bow! ot daffodils 
on a pedestal and on the floor in grass matting. This scene was en 


han ed by | pale yreen background lor that cool. Sta breeze teeling 


F. C. Nash—Pasadena (bottom left) 
William Vasquez 


The sculpture look in swimwear dramatically adorned a series ot 
windows here by incorporating a heavy classic decor with them 
Predominantly white merchandise, much of it on mannequins in 
casual action poses, covered the area against a formal appearing 
blocks oO} 
of Venus on a high pedestal among the mannequins added to the 


look. 


rose on it, identified the design. 


wall made ot cement an unusual design. An art object 


sculpture \ hand-lettered reader, white on grey, with a white 


26 
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“LOS ANGELES 


By DICK JACHIM 


HE classic in two moods: informal at Nash's and SO formal 
at Saks Fifth Avenue, while everything was in its natural 
state at May Company—Crenshaw and authentic at Rob- 
inson—Los Angeles. Youngsters exhilarated Ohrbach's windows 
and the talented imagination of an amateur decorator was 


glorified at Barker Bros. All helped focus the Spring Spotlight 
on Los Angeles. 


Barker Bros. (right center) 
Fred Bower 


Spring brings thoughts on home improvements into the fore- 


ground. In this window carpeting was the topic. The pink beige 


carpet tormed the background for workmen’s tools, the decorator’s 
whims and one’s priceless possessions, which in this case were a 
brass 


candelabrum lights, the 


paper and the cranberry bottle. 


lamp embossed wall 


Packing crates and loose boards 
in an unfinished interior completed the scene 


regency-red 


Ohrbach’'s (bottom right) 
William F. Meissner 


The first hint of Easter came into focus with a series of children’s 


windows. A pleasant lawn scene found many of the little rascals 


romping about in their Easter finery and gifts of stuffed animals 
associated with this holiday. A white picket fence with potted fern 
along it added a 


homey atmosphere. A 


young tree in blossom 


htted well into this younthful and happy scene. 
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Ideas Are 
Everywhere 


. . . Says Billy Jones, display director for 
Franklin Simon, Atlanta; and fascinating 


selling window displays can be created by 


turning these ideas into reality through the 
ingenuity and craftsmanship of the dis- 
playman. 


"Dancing Shadows . . . Fascinating Fashions" 
Dancing shadows and fascinating fashions was the 
theme of this theatrical color display, that was made 
using cut out drops of pale green and deep purple 
and gray paper runners representing leaves, vines and 
trees. A rotating color light spot placed in the wings 
of the windows gave the illusion that shadows moved 
and danced, which caused much attention and literally 
caused the merchandise to dance off the selling floor. 


"Millinery . . . For My Fair Lady" 

Having been inspired by current broadway hit, “My 
Fair Lady,” Billy Jones took chicken wire and created 
his own “my fair lady mannequins,” draping them in 
copies of originals used in broadway play. These 
were made with mere colored scraps of fancy and 
glittery material. Not only was this millinery promo- 
tion very successful, but much attention was brought 
to the store itself by these colorful and imaginative 


characters. 


Travel Fashions for. . . 


AROUND THE WORLD IN 80 DAYS" 
Working on the theory that ideas are everywhere, Mr. 
Jones believes a creative displayman can resort to many 
mediums to make attractive selling windows if the 
idea and execution are well coordinated with the mer- 
chandise. This is illustrated in the photograph, 
‘Travel Fashions Around the World.” Procuring the- 
atrical posters of a current movie hit and using a cut- 
out of that famous balloon against a background of 
sky blue seamless paper decked with painted fleecy 
clouds. The mannequins were placed on slowly rotat- 
ing turntables. Thus creating much action and at- 
tention. 
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— Billy Jones — 


"| do not believe in fantastic and crowded win- 
dows as they detract from the merchandise, 
defeating the purpose of display itself.” 


“Catch of the Season" 

A cooling and refreshing dip in the sea was the ap- 
pearance of this underwater window, displaying “Catch 
of the Season” swimsuits. To achieve this effect blue 
seamless paper covered the walls, and turquoise and 
green net was stretched across the glass. Large tissue 
paper fish, sea shells and seaweed added to the under- 


water illusion. 


"Flower Fresh . . . Pastorale Prints’ 

Coordinating the brilliant color print dresses, large 
tissue paper flower cut-outs told an attractive story 
against a background of jet black. This is an excellent 
example of what can be done on a limited budget, using 
brilliant colors against black, which makes the mer- 


chandise stand out. 


"For Your Fashion Holiday... 
Sightseeing Cottons" 


Many times a magazine cover, scenery from a play, 


location shots in movies, billboard posters or record 
album covers may be adapted to display. As an ex- 
ample, directional sign posts were made of starched 
lace, brilliant red arrows and Decca album covers to 
create a holiday mood in this series of vacation window 
displays. These records of music from various vaca- 
tion countries were played constantly to the passersby 
as the windows were viewed. 
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—Mr. and Mrs. Leroy W. Fryman of 
Dayton, Ohio, are shown aboard the 
M. S. Italia as they prepared to embark 
on a Spring Caribbean Cruise from New 
Orleans harbor... Mr. Fryman is a well 
known display jobber in the Dayton 


areo-— 





Photographs for this 
page are always wel- 
come, the more _infor- 
mal the better. Address 
them to Editor, DISPLAY 
WORLD, Cincinnati |. 








—Howard Jacobs, the 33-year-old president of 
Howard Displays, Chicago, left, works 
closely with John Kruty, the company's chief —Winners of the International 
designer, in the development of display sketches Advertising Association, Curacao 
prior to submission to prospective customers . . . {Dutch West Indies) Chapter, 
Mr. Kruty was formerly with the display depart- award of merit for outstanding 
ment of Carson Pirie Scott, Chicago .. . An window display of the past holi- 
article concerning this firm's activities is on ; | & Ge iis | >) tt & = day season and the last quarter 
page 56 of this issue— q S | -— -. } £ | & poms E of 1959 are shown in this photo 
a: . | ) SS? a bt : & ion Standing, left to right, are 
Dave Lindaver of Tauber Her- 
manos, Bob Knoot of Jules Penha, 
Ben Levisson of Spritzer & Fuhr- 
mann, Roy Atchung of Caribbean 
Hardware and Alfred Moron, Jr., 
A of Marchena Moron & Co 
—Receiving congratulations at his recent | ae | a A Seated, same order, are Tony 
wedding is Bill Risho, display director at | “<~. . Elvers of John Henderson, Ltd., 
Shartenberg's, Pawtucket, R. |. . . . Pictured vow ; oe Rudy Dovale, [AA Curacao presi- 
with him are, left to right, Ed Soraghan of o> Ow meet &. - ' dent; Hanny Lang of Spritzer & 
New England Decorators, Boston, Mass.; Ray . Fuhrmann, and Pancho De Costa 
Ahmuty, display manager of Peerless Co.., Gomez, chairman of the window 
Pawtucket and Providence, R. |.. and Harold display committee . . . Similar 
Halzel of Crown Display, Providence .. . contests are scheduled throughout 
Mr. Richo, long associated with Shartenberg’s, the coming year— 
married the former Shirley LaCroix of Paw- 
tucket— 


—J. Lee Howery, head of the retail 
display program of the Distributive 
Education Department of Indiana 
university, is shown before the tele- 
vision camera explaining the funda- 
mentals of store modernization to his 
audience viewing the university's own 
station ... This was taken during the 
second in a series of programs on 
the subject "Retailing for Profit’... 
The first program demonstrated the 
use of simple props for display 
The second program delved into 
store fronts, interior color schemes, 
layout and store traffic— 





all-plastic 
mannequins 


Brochure 445 


—— a, 


sews: | SPRITELY KiDS 
plastic mannequins 
330A Suppiement 


.308 ererrer® 


forms 
for every display 
purpose 


Catalog 410 


See for yourself how fast sales jump 
when you multiply sales opportunities by 
showing apparel in use on L. A. Darling 
Forms and Mannequins. It’s a proven fact 
that the display im use technique stops 5 
times more traffic! Send coupon today for 
catalogs showing America’s most complete 
line of Forms and Mannequins. 


@®eeeeeceeaee eee eeeeeeeee eee eeeee2e2020200866068 
L. A. DARLING COMPANY 
Dept. 305, Bronson, Michigan 
Please send catalogs on the following: 


[) Mayfair Women's Mannequins 
[) Spritely Kids Mannequins [© Apparel Forms 
[] Masc-U-Line Men’s Mannequins 


Your one complete source for everything in merchandising and display equipment 


L. A. DARLING COMPANY 


Bronson, Michigan 


NEW YORK CHICAGO LOS ANGELES 
47 W. 34th St. 222 W. Adams St. 1818 S. Flower St. 


Name 

Firm Name 

Address —_ 

City State ' 
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IT'S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 


i6 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on basis. authentic period eutfits 


your anniversary, special events, spring or 
information. Recommended 


’ renvai 
to highlight 

fall promotior Ask for 
by N. RR. 0. GLA 


L. A. Darling Company 
Office and Showrooms 


47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 
Decorative Creation & 

Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 








Arts & Flowers Displays, Inc. 
{Air Conditioned) 


43 West 56th St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 





Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 


Interesting imports from Europe and the Orient 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 


Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 
Headquarters for Display Ideas Made of 
Paper and Cardboard 
Open Saturdays 








The L. J. Charrot Co., lac. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS' — 
PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 

MANNEQUINS 


and Promotional Displays 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to ect. 





c Hil ¢ Display Co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 


Circle Fabrics 
141 W. 47th Street Cl 7-2260 


DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 
Lovis S. Morgen 








Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Covered Wagon Movers 
168 Bleecker Street AL 5-1788 


Special Handling — Uncrated Displays 
Round the Clock Service 








Madisonia Manikins, Inc. 
New York — 152 W. 25th St.— CHelsea 3-1550 
Chicago—I! S. Desplaines— DEarborn 2-6818 


MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


50 West 22nd St. OR 5-1280 





Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 
of Misses, Juniors, Pre-teens and Children’s 
quality and style-right mannequins. 


WI 7-7618 


Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 
Mystic-Lite Corp. 

230 Fifth Avenue MU 3-5688 
Imported Italian Decorator Lights 
Recirculating Fountains 
Illuminated Plastic Flowers 


New Style Studio 
58 East lith Street GR 5-3777 


HEADS, FORMS & MANNEQUINS 


Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 














Royal Tinsel, Inc. 
42 Greene St. WO 6-5733 
MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 


Send for Free Color Card 








Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 


Manufacturers of Finest Quality 


MANNEQUINS 





Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 


Chain Store and Custom Displays 
DIP IT — DRAPE IT — SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 

PENDANTS — SNOFOME 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 
MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


DISPLAYS 
Your Budget is Our Business 


434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 
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ARE ON 
NEW YORK 


When it comes to planning your store 


display programs, you can turn to New 
York for inspiration and for the resources 
that can furnish the newest and best in 
props and accessories for the dominating 
displays your store will surely want to 
make it the traffic-stopper you want 


it to be. 


ITS ALWAYS MARKET WEEK IN NEW YORK 





—There are two schools of thought con- 
cerning the printed advertisement: One is 
that copy should be kept at a minimum, 
the other is that any amount of copy will 
be read if it is in easy-to-read type and 
if the content is of interest to the reader 
.. . Both of these schools carry over into 
display, with the island display shown as 
an example of the latter school .. . The 
basic sales points of the suit shown are 
explained twice: The suspended white-on- 
black sign lists the points in semi-official 
jargon that builds confidence, while the 
conventional sign at right breaks many of 
the same terms down into practical lan- 
guage ... It would be difficult for a man 
in the market for a new svit—or even 
casually browsing — not to pause to read 
one or both of these signs and then ex- 
amine the suit closely . . . This arrange- 
ment is by Julius E. Steinberg, display 
director, Filene's, Boston.— 


—In contrast to the display at top left is this 
island yard goods display above by Adrian Dels- 
man, display director, Famous Barr, St. Louis .. . 
lt demonstrates the display technique of subordi- 
nating less important copy to the merchandise .. . 
In a display of colorful prints, the passerby will be 


primarily attracted and interested in the colors 
and visual appearance of the fabric, rather than 
the normal sales pitch of the show card or other 
printed information, such as the magazine cover 


blowups ... This display makes the most of arrang- 


ing the goods in a glamorous and appealing way 


while the cards and blowups are placed around 
ere a a m ‘ A ere the base with their attraction only emphasized by 


spotlighting.— 


—At left is an example of the balance of copy and illustration — showcard 
and merchandise — that has proved to be effective advertising — and sell- 
ing display . . . Notice that in this unique interior bridal display, the 
magazine cover blowup and the bride receive equal attention with both at 
eye-level and both equally emphasized by lighting . . . Likewise, the mass 
of printed material on the lower level is neither dominant nor subordinate 
to the flower girl . . . This is the work of A. Van Hollander, display director, 
Gimbel's, Philadelphia.— 


—At right is an interior fashion display by Paul Garnier for Blum's, 
San Jose, Calif. . . . It typifies the display concept of letting the merchan- 
dise speak entirely for itself and it definitely has its place in display just 
as it has in advertising . . . The only card is the white-on-black institutional 
plug to welcome the San Jose Auxiliary of Stanford Convalescent Hospital 
...A caution: Don't try this too often unless you have a well-staffed and 
well-informed sales force, because the clerks will be called upon to fill-in 


the information lacking— 
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Huntington Named 
By Merkle-Korff 

Merkle-Korff Gear Company plant man- 
ager, Robert J. Marlatte, has announced the 
appointment of Stanley H. Huntington as 
the new Personnel Manager of the motor 
manufacturing firm. 

Mr. Huntington, who handled personnel 
problems tor the Boy Scouts of America dur- 
ing his 22 years as a Scout Executive, was 
more recently an agent of the State Mutual 
Life Insurance Company. He lives in Park 
Ridge, Illinois, wife and _ three 
children. 

Ixtremely active in civic affairs, Mr. Hunt- 
ington is divisional Lt. Governor of the Ki- 
wanis, Chairman of the Sr. Parent Teachers 
Council at Maine High School, Sunday 
School Teacher at the Park Ridge Presby- 
terian Church and yet still finds time for 
his wood-working hobby and tinkering in 
his own greenhouse. 

Merkle-Korff Company manufac- 
tures sub-fractional geared motors used in 
display and other industries. The 49-year-old 
Chicago firm is in the midst of a rapid 
expansion program which has necessitated 
the hiring of several key personnel, including 
Mr. Huntington. 


with his 


(,ear 


Christie Joins Staff 
Of Bryan-Elliott 

Bryan-Elhott Company, an advertising 
display and exhibits firm, has announced 
the addition of Bob Christie to its art staff 
as art production coordinator. Mr. Christie 
is a graduate of Pratt Institute. 


— Eugene G. Friske — 


Friske Heads Display 
For Oneida Silversmiths 

The appointment of Eugene G. Friske as 
display manager of Oneida Silversmiths 
has been announced by D. E. Sanderson, 
vice-president. Mr. Friske was first em- 
ployed by Oneida in 1948. Following a tour 
of duty in the Army which included nine 
months on the Korean front, he returned to 
the company and in 1953 was assigned to 
the display department. For the past sev- 
eral years he was assistant to the late 
Seward W. Flynn. In his new position Mr. 
Kriske will be assisted by E. G. Patricia. 

Mr. Friske makes his home in Sherrill, 
N. Y., with his wife, Phyllis Jean, and their 
three children. His hobbies are hunting, 
bowling, electronics and cabinet making. 


Masonite Issues 
Sliding Door Tips 

Tips for making and installing hardboard 
sliding doors in cabinets are available in a 
free, illustrated plan. Included are a tabula- 
tion of door heights, door pull details, metal 
and wood track information, and construc- 
tion tips. Attractive sliding doors can be 
made from various types of Masonite prod- 
ucts including Peg-Board and_ textured 
For a free plan, mail a postal to the 
Home Service Bureau, Suite 2037, 111 W. 
Washington street, Chicago 2, and 
plan No. AD-239. 


boards 


request 


— — 


Dubin Joins Schack's 
As Sales Rep. 


Schack’s, Inc. of Chicago announces that 
Frank Dubin will be their sales representa- 
tive effective immediately in the states of 
Connecticut, Delaware, Maine, Maryland, 
Massachusetts, New Jersey, New York (ex- 
cepting Rochester and Buffalo), Pennsyl- 
vania (except Pittsburgh) and Rhode Is- 
land, as well as Washington, D. C. and 
Canada. 


Larson Covers Minnesota 

For Displaymasters 

I8th avenue 5S., 
has been named Minnesota sales representa 
tive tor 


(,eorge M. larson, 3027 
Inc., exhibit and 
display designing firm, according to George 
Sellner, vice president and 
of the Minneapolis firm. 


Displaymasters, 


sales manager 
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The Display Executive... 


His Prop Shop 


By MYRTLE STEWART 


Recent remodelling has resulted in Woodward & Lothrop's 
prop shop becoming the ideal of display departments every- 
where ... Modern power tools located with safety in mind as 
well as efficiency . . . Unique spray booth eliminates fumes. 


area ot the displa' 
Lothrop 1] 


Prop 


i Shop 
completely out 
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machinery and 


lassified as a a 
(>? almost anvthing 


otten mal Wig thie 


CCOTOTILIM al 


nbled uns hh are ottered 


play manutacturing market. 


hop mcludes carpentry, 


painting and repat 
thre shop if) the photo 


haracteristically uncluttered, 
satety policy 1 


re is adequat 


Cparatls 


\1 . 
| piece 


order and satet 
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DRYING AREA 
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LUMBER STORAGE 


TILTING ARBOR 


JOINTER 


JIGSAW 


BANDSAW 


DISC AND BELT 


roduced 11) 


SPRAY BOOTH 


rolled 
the floor and plugged in electrically 
most Carpentry 


huge vacuum machine which may be 


ACTOSS 


hesice to gobble 


machines 
up chips and shavings betore they can reach 
the floor 

\ prominent teature of this shop is the 
mammoth 8&-foot-wide paint spray booth 
hich reaches to the ceiling. This apparatus 
the chiet camouflager in the department, 
tinnie factor 1s immeasurable. 


id its saving 


imstead ot hours, 


~( conds, 
will 


and 


any objects 
transtormed 


changed that 


tolerate paint can be 
their 
like 


unit is nm 


appearance so 
Vv seem 
When the 
at the 
bring to mind a 
Niagara Falls 


circulation at 


new pieces 


action, the watertall 


back and the sound of the machinery 
Boulder Dam or 


Several hundred gallons ot 


miniature 


Water are 1) one time, recir- 
Kxeess paint is drawn 


talling 


culating continually. 


by vacuum into the water where it 


bottom of the 
scooped out and put in the 
Meanwhile the washed fumes go up 
and out through a vent in the root. (The 
back of the spray the 
right in the photograph of the shop.) 


vathers in a the 
“falls” to be 


trash. 


trough at 


booth can be seen at 


Props of many descriptions can be ar- 
ranged in front of the booth for simultan- 
eous painting while the power is on. The 
space near the ceiling of the booth is serv- 
iced by grapple hooks placed over the top 
ot the frame. The photo shows tree branches, 
a spread eagle, a piece of sculpture and other 
objects arranged for painting or about to be 
positioned in the booth. Articles which must 
while drying can be transterred to a 
strong, high stretched wire nearby in 


hang 
long, 
The wire is provided with 
hooks of varying sizes. Small floating hooks 


the drying area. 


are used tor tragile things. 

Not far from the paint spray booth there 
room for the 
There 


is a storage of paints on 
is also a fireproof cabinet 
inflammable cleaning fluids, 


and plainly 


shelves. 
for storage ot 
solvents, etc., everything is 
labeled. 

The flow chart, shown here, indicates the 
strategic placement of machinery with rela- 
tion to economy of time and effort 
dling the making materials. 


in han- 


Lumber which arrives on the treight ele- 
vator 1s the wall 
that is in line with the elevator, but farthest 
aWay trom the elevator. 
are laid on special plattorms. 


stored on shelves along 


The largest pieces 
The tilting arbor table saw ts in the center 


of the carpentry 
machinery 


where other 
and tools are placed with rela- 


assemblage 


tionship to one another in respect to their 
functions, as illustrated by the arrows on 
the flow chart. This multiflex 


saw can be 





OFF iICt AREA 




















Pm 








|rasce || 6 || esrension | 


+ < eGR! OP 


= HF 


DISPLAY ELEVATOR 
































INCOMING FREIGHT 











TABLE S b RADIAL SAW 


7 WOOD TURNING LATHE 


8 FLOOR DRILL 
GQ EMERY WHEEL 


SANOER 





FLOW CHART 


WOODWARD ano LOTHROP 
DISPLAY SHOP 











DISPLAY WORLD 








—The Spray Booth — 


set by a gauge to cut vertically, horizontally, 
or at an angle for beveling or mitering, and 
it has attachments that will carve mouldings, 
rabbit grooves, etc. 

The radial saw is placed against one wall 
of the shop. Counter space is provided on 
each side of the saw. The wood turning lathe 
is against the opposite wall, with extra 
counter surfaces also. A storage cabinet is 
built below one of the lathe counters to hold 
finials and templates of many shapes and 


sizes. A wall plaque above the lathe holds 
cutting tools. The lathe is extensible so that 
many copies of the same template can be 
sculpted at one time. The lathe is used also 
for carving out decorative columns and rods. 
In the electric saw cluster, the table saw is 
equipped with a safety device whereby fingers 
cannot be injured. It has a safety shield 
which adjusts to the height of the wood to 
be cut and prevents sawdust from fiyings. 
[Please turn to page 50] 


— The Carpentry Shop — 
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Attention DISPLAY MEN 


SOLVE YOUR SET-UP PROBLEMS 


NEW All Metal Telescopic 
Bulktou POLE SET 


for 107 in. Seamless 
background paper 


LIST PRICE 
$3495 vee sor Seo ie 
$38.95 verses Feito 


EACH SET CONSISTS OF 
2—3 Piece Poles and 7 Fittings 
| — Cross Bar 110 inches long 


UNLIMITED APPLICATIONS 
USE IT FOR 
Window and Interior Displays 
TV Studios 
Commerc ind Industrial Photography 
Sales Meetings 


S 


Theatr co Set? ngs ohare »cene 


Attention DISPLAY MEN 


BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line” 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


48 


FASHION-RITE 
COLORS 


Available in 


Write for 
Free Color Card 


© INSPECT your DELIVERIES — + Don't Accept « Substitute 


Don't Be Switched 


SUPPLIED BY A RELIABLE SOURCE 


JOBBER INQUIRES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY. PA 


INSIST ON A PROVEN FPROL 
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RE you a displayman ... or a display manager? There's 
a big difference, and the growing importance of display 
in today’s retailing points up that difference ever more 

sharply. 

Here's a Quick Quiz designed to help you see yourself and 
your work in a new perspective. And to nudge you into making 
the switch from displayman to display manager, for a fuller 
and more rewarding career. 

Just write “yes” or “no” at the end of each question as you 
ask it about yourself. Then add up the totals of each, and 
see how you rate. 

The Quiz is divided into three main sections. Presumably 
the perfect display manager will, if he exists, have a complete 
stack of “yes” answers. 

If the “no” answers are in the majority, it is time, we re- 
spectfully suggest, to change your concept of the role and re- 
sponsibilities of display in modern merchandising . . . and 
your own importance in this profession you've chosen. 


ORGANIZATION 


Do you keep accurate, detailed records of current dis- 
plays? 


Do you maintain a file history of past displays? 


Do you operate a display department, rather than a 
display storeroom? 


Do you provide other departments with accurate in- 
formation on all items in window and interior displays? 


Do you have inventory records of fixtures, props and 
supplies ? 


Do you keep props, fixtures, mannequins, backgrounds 
in ready-for-use condition? 


Do you keep posted on competitors’ display activity? 


Do you also keep informed on new trends in display ? 


Do you keep posted on com- 
petitors' display activity? 


uick Quiz 


tor 
isplaymen 


By RODERICK McKENZIE 


TEAMWORK 


Y. 
10. 
ll. 


12. 


Do you sit in with management on sales planning? 

Do you believe that “Display is Selling”? 

Do you tie in with your store’s advertising program? 
Does management consider you a part of the sales and 
merchandising and public relations team? 

Are you working on ways to stimulate other depart- 
ments’ awareness and use of displays? 

Do you integrate display with sales events? 

Do you provide help with small “fringe displays” .. . 
back counters and the like . . . rather than “let them 
take care of their own”? 


Have you got a healthy, “big-time” display budget 


on a yearly basis? 


( 
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Have you got a healthy, "big-time" 
display budget on a yearly basis? 
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DAY TO DAY ‘ 
17. Do you work well ahead on overall plans, rather than ") eee into 


on a “time for a new window basis? 


18. Do you pre-plan display, instead of “building em as we DEEPEN DAs LE 


get to “em”? 


19. Are your mannequins in key with today’s styles and 
Look? * 
20. Are your fixtures and props smart and current? 
. Do you use cards, signs and price markers, so the public 


doesn’t have to guess about vital merchandise data 
and prices? 
. And do customers ever tell anyone: “that certainly is McMahan 
a good display!” ? ROTATING UNITS 
Don’t Break Down 


Note: A couple of those questions are a mite unfair (you 


are even now saying). Well, that may be true of Number 9 


@ BRUSH & SLIP 
Because © ping CONTACT 
| dics @ HEAVY THRUST 
you to management-level meetings. But you can “initiate that BALL BEARINGS 


initiative” by a constant public relations job on Display per . pend 


. . . because Management has to take the initiative in inviting 


se... so that Management gives stature to your department 


and to you. 


You may also be muttering that nobody, but nobody, ever 
says a kind word about a display, in answer to Number 22. 
If it’s any comfort, the folks in Advertising feel the same way 
about their ads. But customers do notice and remark on good 
displays. They even write letters to stores complimenting them 
on their windows! After all, good displays are what bring 
those customers through the doors. Smart designing, good 
fixtures, sound planning will all help you write a “yes” to 


that question. 


And when you can answer “yes” to the other 21 questions, 


vou ll be at the top of the heap in this vital world of display! 


STRONG, SILENT 

Now you can employ the multiple 
attention values of motion in yous 
displays without fear of fouling, 
howling or malfunction. This new 
McMahan Motion Unit is a smooth 
working precision machine with de- 
pendability and permanence built 
, in. You'll find the same depend- 
Are your mannequins abili in McMahon turntables. If 
° . ' “revolver” service has made you 
mn key with today s nervous—move to McMahan motion 
styles and look? and relax. 
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Saving of space with attention focused to 
the men’s attire is featured in this display 


WING SETTING "“D*— MEN 


Watch for the full listing of Wing distributors 


2001 Peninsula Drive «+ P.O. Box 5037 
Erie, Pennsylvania « TEmple 3-0112 


WILSON RESEARCH CORPORATION 


Write for new instruction manual and parts listing. 
Manufactured and sold in the United States by 
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market demands reappraisal of present store display apparatus. This truly dramatic 
concept of apparel merchandising brings new vitality and unlimited flexibility to the 


@ The introduction of Wing's Success Displays’ exciting equipment to the U.S. fashion 
effective presentation of lingerie, dresses, suits, coats and pants. 


WING’‘S 


Airy, floating effect is expressed in this 


WING SETTING “D’— LINGERIE 


graceful display of lingerie. 





| Fashion Show Highlights 
SCDA March Meeting 


The March meeting of the Southern Cali- 
fornia Display Association featured a show 
of Rose Marie Reid swimwear fashions with 
commentary by Jane Shaler, fashion director 
of Ohrbach’s. Background music was by 
Billy Cardell. The meeting was held at 
Lucey’s New Orleans restaurant and was 
opened by president Ed Mitchell with a short 
talk on raising children in Abyssinia. 

Another highlight of the meeting was the 
presentation of a check for $173.20 to Mr. 
Frank Daily, a director of the Hemophilia 
Foundation. This was the amount collected 
last year in the “Johnny Flotten Fund” by 
Mel Keith, past president. Johnny made the 
presentation and also spearheaded the in- 
itial collection this year. His efforts netted 
$57. He was assisted in this collection by 
Bernie Lou Stutz, Don Grant, Art 
Alvarado, Jim McCracken, John Snow and 
Gerry Roe. 

Two Award of Merit citations were pre- 
sented to Jane Shaler and Fran O’Neal. Miss 
Shaler is a regular booster of display and 
Miss O'Neal, as associate of the Robert M. 
Garrick Public Relations Council, develops 
publicity copy and distributes it to the many 
news media concerning SCDA meetings and 
events 


J act bs. 





Ray Shoenman Dies; 


With Blach's 35 Years 


Schoenman, Display Manager of 
Blach’s, Birmingham, died at the age of 62 
in Birmingham, March 17. Well known 
throughout the industry for his outstanding 
work, Mr. Schoenman was display manager 
of Blach’s for 35 years. 

A native of Louisville, Kentucky, he was 
connected with Blach’s Louisville store for 
ten years and was transferred to Birming- 
ham where he lived for the last 25 years. 

Survivors include his wife, the former 
Alma Elliott; two sisters, Miss Nettie 
Schoenman and Mrs. Clara Adams, and a 
brother, J. Fred Schoenman. Ceremonies 
were held in Birmingham and he was buried 
in Calvary Cemetery in Louisville. 


Ray 


Gault, LaLire Alligned 
To Halle's Display Duties 


Arthur Gault, who has 
ordinator tor Halle Bros, Cleveland, 
1958, has been appointed display manager, 
the post he held for three prior. 
Pierre LaLire, formerly of Lord & Taylor, 
New York City, has been named manager of 
interior display for the store. Robert Yasen- 
chack, who held the display manager post, 
has been assigned other duties, unannounced 

Mr. Gault will retain temporarily 
fashion coordinator. 
interior display 


been fash mm co- 


since 


years 


some ot his duties as 
Mr. LalLire 


director at 


was assistant 
Lord & Taylor 


Realistic Falls, Rocks 
Made by California Firm 


Some ot the most realistic woodland 
watertalls and imitation rocks we have seen 
are being tabricated of Fiberglass by Cali- 
fornia Art Products Co., 7356 Fulton avenue, 
North Hollywood, Calit. If interested, write 
for their catalogue. 


POPAI Members’ Meeting 


Set for May 13-14 

Joseph F. Kilcullen, Manager of Con- 
tainer Corporation of America’s Display 
Division, has accepted the post of program 
committee chairman for the Point-of-Pur- 
chase Advertising Institute’s Third National 
Members’ Meeting, to be held at the May- 
flower Hotel in Washington, D. C., May 
13 and 14. 

In accepting the chairmanship, Mr. Kil- 
cullen said, “This is the Third National 
Members’ Meeting conducted by the Point- 
of-Purchase Advertising Institute, and it 
will again provide the major producers of 
point-of-purchase merchandising materials 
with an opportunity to analyze the various 
problems facing this industry as well as to 
give some thought to the ways in which they 
can make point-of-purchase materials more 
effective and productive.” Mr. Kilcullen 
pointed out that his Committee is developing 
a program that will include discussion of 
some of the most pressing problems facing 
this industry, such as: the “Outlook for the 
'60’s” : Development and Motivation of Per- 
sonnel; Speculation and Business Practices; 
Increasing the Effectiveness of Point-of- 
Purchase Salesmen, and Point-of-Purchase 
Advertising and the FTC. 


Cole In New Showroom 
With Larger Space 


The James A. Cole Company, Inc., 1m- 
porter and manufacturer of Christmas deco- 
rations and display materials, with main 
offices at 235 Park Avenue South, New York 
City, announces that the firm has moved its 
New York showroom to the Gift Center 
Building, 225 Fifth Avenue, Rooms 925 and 
927. 

This new showroom is much larger than 
Cole’s previous The increased size 
affords greater space for the display of an 
expanded line of Christmas items. 


one. 


Valentine Joins Gatelys 
As Display Director 


sob Valentine has become display director 
for Gatelys Peoples Store of Roseland, Chi- 
cago, Ill. Gatelys is one of the largest in- 
dividually owned stores in Illinois. It is a 
complete shopping center fronting 225 feet 
along Michigan avenue south from 112th 
street, housing 160 air-conditioned depart- 
ments, staffed by 600 employees and having 
200,000 square feet of selling space. 

The display staff at Gatelys includes Betty 
Zonzani as fashion coordinator, Charles 
Hopkins and John Satti as display assist- 
ants and Ronald Reszel in charge of the 
sign shop. Bob Valentine had formerly 
heen with Gassman’s of the same city, also 
serving as president of the Chicago Display 
Club for two years and five years as treas- 
urer. 


Starer Displays Moves 
To New Location 

Starer Displays is moving to a new loca- 
tion at 1102 North Third street, Milwaukee, 
Wis. which is to conform with their expan- 
sion program by having enlarged showroom 
space and an additional 20,000 feet of ware- 
house space to handle their increased im- 
ports. 
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*Congratulations to the Boy Scouts of America on their 50th Anniversary. 














London's Market Week 


Triples in Three Years 

Display Market Week at London, spon- 
sored by the National Display Equipment 
Association, was again an overwhelming 
success this year, as exhibitors at the Hotel 
Russell increased to three times the original 
number at the first show in 1958. 

The bulk of exhibitors at the February 
22-25 event have supported the exhibition in 
previous years and have displayed their con- 
fidence in the venture by improving their 
methods of presentation and have realized 
the value of practical demonstration. 

One manufacturer of display figures set 
up a production corner to show, in a sim- 
plified way, how his latex models are pro- 
duced. 

Another firm whose demonstration of high- 
speed price ticket production proved one of 
the highlights of exhibitions in previous 
years, enlarged his section to include a com- 
pletely new rotary machine that is capable 
of marking plastic cylindrical tubes in addi- 
tion to producing long runs of cardboard or 
plastic tickets. 

At the London show, there were many 
new products and ideas in evidence, accord- 
ing to Eric Cutler, NDEA director, and par- 
ticular interest was evinced in the newer 
type of display stands which build up from 
a small unit to varying and increasing 
sizes. Also exhibitors seemed to have some 
really practical methods of displaying quan- 
tities of men’s and women’s clothing, skirts, 
socks, overcoats, etc. 

There were many improvements, Mr. Cut- 
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—Opening ceremony at London's Display 
Market Week was performed by Geoffrey 
Johnson Smith, a member of Parliament and 
well known television personality in England 
. « « After an amusing and apt address, Mr. 
Smith pressed a switch and set into motion 
some comical groups of animated figures, such 
as Popeye of molded rubber which he ad- 
mires here.— 


ler added, in the highly competitive display 
mannequin trade, and each year the man- 
ufacturers of artificial flowers and foliage 
spring new surprises. 

“I was pleased to note that we had many 
more overseas visitors this year, which is 
an indication that Display Market Week is 


becoming much more widely known, and 
another good sign is that exhibitors have 
reported that the retail firms have been 
represented by their top people to a much 
larger extent than in previous years,’ Mr. 
Cutler said. 

The London Market Week is unusual in 
that all exhibits are limited to rooms in the 
hotel, rather than the open exhibition halls 
to which we are accustomed. The reason 
given, which has met with the approval of 
the exhibitors, is that visitors are able to 
discuss their requirements in the privacy and 
comfort of a hotel room. 

This may present a problem at the 196] 
Market Week, set for February 20-23 at the 
same location, as exhibitors are already 
pressing for larger rooms and more space 
in which to show their products, Mr. Cutler 
explains. 


New Short Hanger-Form 
Provides Better Display 

Yankee Plastics, Inc., 24 W. 30th street, 
New York City 1, has just introduced an- 
other new shorter hanger—form for diaper 
and topper sets. Made of impact plastic, 
this new short hanger-form holds diaper 
and topper sets so that pants and panties 
are attractively exposed to view. The advan- 
tages of this newly designed short hanger- 
form are that the diaper and topper sets 
with the hanger-form in them, can be neatly 
folded in half and fit into a small bag. It is 
notched to hold and display small as well 
as large size pants and panties at two differ- 
ent levels, eliminating use of pins, clips. 
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Designed to SELL 


By JIM 


HE WRITER recently designed fixture 
E fais for a number of furniture stores 

and this sketch embodies many of the 
main features and special feature displays 
that were used. 

To break up the monotony of long rows of 
roll carpet wall display units we installed a 
number of large shadow boxes equipped with 
fluorescent light fixtures all around in back of 
the wide frame, as indicated by the code 
letter (A). 

The store displayman will install eye catch- 
ing trims and seasonal decorations in them 
that will not only dress up the carpet depart- 
ment but also promote the sale of various 
advertised brands. 

Wood cut-out letters back lighted by a 
slot cut in the top of each shadow box are 
used to identify the brand names. 

The rear wall shadow box has two per- 
forated hardboard side panels on which car- 
pet samples were also featured. Whenever 
available wall area will permit, it is a good 
idea to install these units large enough to 
accommodate a sample 9- by 12-foot rug or 
length of carpet so the customer will be 
inspecting an average room size. 

This 1s one department where the old adage 
“Let there be light” certainly applies and these 
powerfully illuminated shadow plus 
some form of drop lighting focussed on the 
side wall carpet displays, is essential. 

One particular store had a bad case of 
“Columnitus,” and the problem was to convert 
the dead space usually associated with them 
into active and attractive display areas. 

Note the see-thru type of column unit 
complete with a low base. Carefully selected 
drapes and pieces of occasional furniture can 
be featured on it and the use of a high style 
mannequin will lend further eye appeal to the 
carpet sample trim. 

Note the expansion pole which can _ be 
equipped with special swivel fittings and a base 
motor so it will slowly rotate. Carpet sam- 
ples can then be displayed on wood plaques, 
as indicated. 

In one store the installation of a couple of 
these wall shadow boxes containing effective 
trims, plus this type of column feature display 
and finally, a complete new bright color scheme 
made over the entire carpet department at a 
minimum cost. 

The old on-hand chairs used for customer 
convenience were replaced with a few smart 
modern design ones with a matching table 
for the sample books, etc. 

[ have always admired the basic ingenuity 
that is often shown by so many displaymen 
relative to window trims; the same thing ap- 
plies to a store remodeling job, and, in many 
cases, a lot can be accomplished at a very 
reasonable cost. 

My advice to the younger members of our 
profession is to prepare some suggestions on 
paper, complete with colored sketches to show 
your carpet buyer and store manager; they 
will show interest and, what is more important, 
know that you are on the ball. 


boxes, 
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| recently designed and built a number of 
gondola units to be used in a garden center 
the project was to build them on a limited 
budget so they could be easily taken apart to 
store away at the end of each selling season. 
Many stores have the same problem, and this 
also applies to Christmas toylands so I list the 
construction details. 


The bases are 2- by 4-inch wood frames with 
¥g-inch plyscore used for the tops. The wood 
jacks are constructed out of 2- by 2-inch 
framing faced on both sides with %-inch 
perforated hardboard. Note how the jacks 
are drilled so they can be bolted together to 
support the center perforated panel in an up- 
right position. The shelves are also %-inch 
plywood supported on metal shelf holders in- 
serted in the perforated panels. Note how we 
welded a metal section on the top of these 
holders so the shelves can be screwed to them. 
The assembled gondolas can easily be taken 
apart with a wrench and screw driver. 

When required, each unit can be equipped 
with a feature end base unit complete with a 
perforated panel as indicated by the dotted 
lines. 

The shelves and base section were painted 
in a soft French gray semi-gloss enamel and 
the perforated center panel in a spring green; 
ideal colors for a garden center. For Christ- 
mas toy displays the seasonal red and white 
combination can be used. 

Note the small feature display platform 
screwed to the top of the perforated panel. 
The items on display can be signed with a card 
inserted in the metal 7- by ll-inch card 
holder. 

This gondola is ideal for the shelf display 
of many items and carded merchandise can 
featured on hooks inserted in the 
center panel. 


also be 


Ballatore Directs Display 
For Henri Bendel 


Miss Geraldine Stutz, President of Henri 
Bendel, announced today the appointment of 
Anthony Ballatore as Display Director for 
the New York City store. Mr. Ballatore will 
direct the designing and execution of interior 
display as well as decoration of Bendel’s 
three windows on 57th street. His direction 
and responsibilities will include Bendel’s 
Southampton store, during the summer 
months, and Bendel’s in Palm Beach during 
the winter. 


Mr. Ballatore was born in Brooklyn, and 
was graduated from the School of Industrial 
Arts in New York. After apprenticeships in 
every major aspect of the designing arts, 
Mr. Ballatore opened his own designing 
studio at 41 West 24th Street. He concen- 
trated upon fabric and rug designing, while 
decorating Bonwit Teller’s windows on a 
free-lance basis. Six of his silk screen col- 
lages are currently being exhibited in the 
Silk Show at the Metropolitan Museum 
of Art. 
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lustrous 


\ acromer 


SYNTHETIC PEARL ESSENCE 
FOR DISPLAYS AND 
DISPLAY MATERIALS 


Nacromer can be used for wood, 
metal, plastic, paper, leather—and 
so many other materials that you'll 
find you can use it in countless ways 
to add distinctive new life to your 
displays and display materials. You 
can use it as a coating—compatible 
with most coating materials, it is 
applied by your usual coating 
method. Or, your supplier can fur- 
nish plastics with Nacromer already 
incorporated. Either way, you cre- 
ate many unusually beautiful ef- 
fects to make your displays more 
eye-appealing...more salable! 


Now, learn what Na- 
cromer can do for you. 
Write for our 8-page Na- 
creous Pigment Handbook 

it contains the informa- 
tion you'll need for start- 
ing your development of 
new, lustrous, rich-looking 
displays. 


THE MEARL CORPORATION 


world’s leading producers of pear/ essence 
41 EAST 42nd STREET « NEW YORK 17, N.Y. 
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taalove 


BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
...to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


lraining for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 

Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints. Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 





Endorsed 
by the country’s 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. Display 
problems and their solutions are explained in detail. It gives display 
a scientific background to make the medium of display more powerful 
and effective. Study the partial list of contents and you will realize 
that this is a book you MUST have. Its value to you cannot be 
measured by its reasonable cost. 


& DISPLAY WORLD, Cincinnati 1, Ohio 

C) Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 

[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (AIl foreign 
combination orders except Canada $1.00 additional.) 


NAME......... = 
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THE SHOW WINDOW 
[Continued from page 14] 


signer’s problem, first, is to attract attention 
to his “stage,” and then to create dramatic 
accents on displayed goods. 

Relative Brightnesses 

Spotlighted areas with five times as much 
illumination as backgrounds stand out more 
effectively than do areas only twice as bright 
as their backgrounds. With general illumi- 
nation of about 200 footcandles to overcome 
daytime reflections, accent lighting should 
range from 500 to 2000 footcandles. 
Emphasizing Specific Areas 

Equipment and lamps should be selected 
on the basis of illumination patterns desired 
in terms of footcandles and areas of cover- 
age. The availability of 300-and 500-watt 
PAR lamps in three beam spreads simpli- 
files equipment selection. Combinations of 
these lamps in most show windows provide 
the type of accents desired. High intensity 
lighting in small areas can be produced by 
low-voltage PAR lamps in_ transformer- 
operated equipment. 

Location of Equipment 

Lamps for accent lighting are usually 
mounted at the upper edge of the window 
glass. From that height and angle, natural- 
looking highlights and shadows are pro- 
duced. Spotlights located at the sides of 
windows or on the floor tend to produce un- 
natural modeling effects on some kinds of 
merchandise. These locations are best suited 
for lower-intensity equipment used to soften 
deep shadows and “fill-in” low-key details. 
Group Catalogue Proposed 
By Display Center 

A special meeting of the Display Credit 
Association, operators of the New York 
Display Center, was held on Wednesday eve- 
ning, March 23, attended by approximately 
35 representatives of member companies. 
After a delightful dinner at the Brass Rail 
Restaurant, the business of the meeting was 
conducted under the chairmanship of Max- 
well Sturtz. Visitors at the meeting were 
Nathan Silverblatt, manager, DISPLAY 
WORLD, and Sidney Newhoff, president, 
Sidney Newhoff Associates, Inc., Los An- 
geles, and organizer of the Sales Promotion 
Center in that city, both of whom addressed 
the meeting. 

Mr. Sturtz reported on the credit situation 
in the display field and the success of the 
association in handling the credit problems 
of its members. 

With reference to the Display Center, he 
reported that the seventh floor was com- 
pletely occupied and that the outlook was 
favorable for completing the occupancy of 
the eighth floor. He recommended that a 
group or cooperative catalogue be issued by 
the tenants of the Display Center, which 
could be done at reasonable cost. This re- 
sulted in quite an extensive discussion and 
many of the difficulties inherent in such a 
project were called to the attention of those 
present, as well as the advantages. No final 
decision was made but it is expected that a 
further meeting will take place when the 
project will be presented for final action. 

It was quite an interesting meeting and 
brought together in friendly spirit this fine 
group of representatives of display com- 
panies. 


MAY, 1960 
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OCTOPUS 


THE ONLY CONSTRUCTION ASSEMBLY THAT IS TRULY 
UN ITV E&BRSA SL 


VERSATILE 
The OCTOPUS* is the answer to a need for a simple 


system to solve complex merchandising and display 
design problems. It offers unmatched adaptability 
to ANY form, ANY dimension or ANY merchandise. 


SIMPLE 
The OCTOPUS* HUB — just two grooved discs %4" 


apart with seven free sliding nuts to which a number 
of components and a variety of standard round, 








geting, 











square or hex tubes, bars, angles, channels, tees or 
panels of ANY material, at ANY height, angle or 
position may be attached. 


INEXPENSIVE 
The OCTOPUS* costs LESS to buy, uses LESS parts, 


needs LESS time for erection, changing or dismantling 
of displays. 


Created by F. J Bernard, author of 
“DYNAMIC DISPLAY," the foremost 
text book on display technique and 
practice. 
































SEE THE CHOOSE 


OCTOPUS’ bau 


AT THE 


U S. WORLD TRADE FAIR, Coliseum, 
New York, May 4-14, 1960, booth 523 


For further information and cata- 
logues of components and prefabri- 
cated spring loaded and motorized 
units write: 


OCTOPUS PRODUCTS 


18-35 38th St., Long Island City 5, N.Y., U.S.A. 
200 Geary Ave., Toronto 4, Canada 


OCTOPUS PRODUCTS 
18-35 38th St., Long Island City 5, N. Y., U.S.A. 
200 Geary Avenue, Toronto 4, Canada 

Please send me your OCTOPUS* catalogue. 


Re 





aE 


City 











<s 
OCTOPUS" 


*T. M. REGISTERED 
Patented throughout the 
world. 


SOME U.S. AND 
FOREIGN DISTRIBU- 
TORSHIPS AVAILABLE. 
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—Featured in the largest display window of La Reina, Buenos Aires, 

Argentina, at the main entrance was this display of fabrics by Luis Vangieri 

.. A stork, at right, made of papier mache over a wire form, held a 

piece of material “a la infant" in a sling held in its beak... in the back- 

ground was a huge rose of shiny spangled paper worked over a wire form 

. . The faceless figures modeled dresses of the featured material .. . 
The sign announced, ‘Spring, the Awaited Season.”— 


Display 


ss 


—The contrast of playing cards against a dark background was enough 
to provide a casual atmosphere for this display of clothes to wear while 
playing double solitaire . . . Also setting the mood were a few scattered 
record jackets and an antique phonograph .. . This display never appeared 
in a window, but it won for its creator his final diploma from the British 
Display Society. He is Roger Lewis of 10 Robert Adam street, London 
W. 1., England ... He hopes that it is “in the cards" for him to secure 
a display position here in the U.S... . If interested in seeing additional 
examples of his work, write to DISPLAY WORLD, Cincinnati 1, Ohio.— 


—Mother's Day and Father's Day have just come into their own in the 
last few years in other countries but are increasing in emphasis with 
each year . . . Noticeably different from our numerous nostalgic and 
sentimental promotions, the Germans concentrate on the light-hearted 
side in their themes . . . For instance, at left, is a Mother's Day display 
by H. Tager, for Rosbach & Risse, Braunschweig, Germany, with a photo 
blow-up of "Mother" behind the cut-out heart at the center . . . Other 
cartoon cut-outs of a small boy and girl with songbook are suspended 





along with other hearts displaying hosiery draped and packaged .. . 
Above is a Father's Day display of gift suggestions for men by Klaus 
Peschel for Neckermann KG, Dusseldorf, Germany, with two photos of 
convivial gentlemen astride beer kegs establishing the mood ... The 
slogan, very literally translated, could be "Here's to Father's Day."— 


DISPLAY WORLD 





Death Claims Goldstein, 
Well Known in Industry 

Milton M. Goldstein, retired vice-president 
of American Fixture, Inc., died suddenly 
March 16. He was one of the best known 
display fixture representatives for more than 
4) years. He previously served with Rubber- 
oid Products, Nat Siegel, L. A. Darling Com- 


— Milton M. Goldstein — 


pany and with American Fixture, 
Inc. 

Mr. Goldstein was known from coast to 
coast for his enthusiastic and humorous ap- 
proach to his work, and was considered a 
legend in the industry even before his pass- 
ing. 

DISPLAY WORLD adds its regrets to all 
those in the industry and profession who 
were acquainted with Mr. Goldstein and 


offers sincere condolences to his family. 


finally 


Novel Idea Aids 
Mothers’ Day Sales 


In conjunction with its sales promotion 
material for Mothers’ Day, Dismar of Phil- 
adelphia has designed a clever “Certificate 
ot Affection” to stimulate customer interest. 
They have created an 8- by 10-inch diploma- 
type certificate with a vignetted cartouche, 
printed in blush pink, surmounted by a 
“mother” silhouette head, processed in royal 
blue. It reads: 

CERTIFICATE OF AFFECTION 

We hereby certify that 
in our opinion qualifies as the best 
MOM of the year. She has unhesi- 
tatingly and unflinchingly given her 
love and devotion to the under- 
signed for the past 365 days and in 
so doing deserves this certificate of 
thanks and appreciation. In witness 
whereof, we do hereby place our 
hands and seals. 

For utmost effectiveness, these good-will 
builders can be displayed together with at- 
tractively gift-wrapped packages. Tied with 
a ribbon, in conventional diploma fashion, 
they make exceptionally attractive “give- 
aways” to accompany gifts and will cer- 
tainly lure shoppers to make Mothers’ Day 
selections at the store that features them! 
Samples and literature are available upon 
request from DISMAR, N. W. Cor. A. and 
Clearfield streets, Philadelphia 34. 


MAY, 1960 


























The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


Grey 


32nd STREET @e LONG ISLAND NEW YORK 


EXeter 2-3890 


37-21 


*T.M. 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


INDUSTRIES 


NATIONAL ASSOCIATION OF DISPLAY 








LASH Market Week dates were an- 
nounced originally as June 18th through 
June 22nd, a Saturday opening and a 
Wednesday closing. Show now 
lune 19 through the 23rd 
\ recent change in the Trade Show Build- 
ing line-up of shows for June enabled us to 
obtain the 19-June 23 date bracket 
hese considered better suited 
from several standpoints. So now we'll open 


dates are 


lune 


dates were 
on a Sunday and close on a Thursday. That's 
the schedule of exhibiting days we have had 
for many years for both June and December 
shows 

If you have already noted NADI Market 
Week dates on your calendar, please make 
the change to indicate the new June 
19-June 23 

Market Week Progress: 


into dress 


dates 


We havent gone 
rehearsal yet but it can be re 
ported that our June Show now has close to 
100 “angels” backing it. They've taken every 
exhibit space available on four floors at the 
frade Show Building and on the second 
floor at the New Yorker. We'll have to claim 
eminent domain to get room for our cate 
areas 

By the time the forsythia buds reach the 
bursting point in these parts, we expect to 
have about a dozen more “angels” joining 
the ranks of the taithtul. And if it's a 
baker’s dozen, all the better. 

For display “aficionados” we'll have all 
treats in “Holiday House”, 
our show theme, will set the “Christmas in 
June” holiday mood. Charm and comfort 
will prevail. More tangibly, we'll have coffee, 
Cokes and cookies. We expect to top our 
contribution to good living and better show- 
ing which marked our December show. 


sorts ol store. 


For some lucky display buff, we will have 
a Christmas red Renault Dauphine ready to 
roll out to the open roads at the close of the 
show. It is Santa’s own car and he will per- 
sonally turn the keys over to the winner 
following the drawing. Daily prizes, yet to 
be decided upon, will go to other winners. 

For now, all display tans should start 
firming up plans to come to New York, June 
19-June 23, for business and for pleasure. 
On the pleasure side, one tip. Two incoming 
Broadway musicals are touted as hits. 
‘Bye Bye Birdie” with Chita Rivera at the 
Martin Beck and “Christine” with Maureen 
O'Hara at the 46th St. Theatre. Write for 
tickets now 


New Quarters: We made the big move 
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to our new quarters at the Governor Clinton 
on March 3lst. 

(,ood luck messages were received from 
Max Mayer of Greneker, Pearl Field of Dec- 
orative Plant, Sid Chairman of Duplex Dis- 
play, Miss Bea of Mileo Mannequins, Al 
srunell from Chicago, the William Baers 
and Arnold Janowitz of Allied Display, who 
sent a beautiful philodendron plant for the 
office. Many thanks. 

Just in case you missed the item in the 
last newsletter, our new address 1s: 

National Association of Display Industries 

Governor Clinton Hotel—Suite 2803 

3ist & 7th Avenue 

New York 1, N.Y. 

The telephone number is the same 
99-0460. 

Please change your records to show the 
new address and also, to help us get your 
mail promptly, inform your staffs of this new 
location, 

Direct Mail: In the mail, following Easter, 
will be 10,000 folders highlighting the value 
of display as a selling force. They will be 
sent to management at department stores, 
specialty shops, chains and shopping centers. 

The mailing pieces consist of a folder in 
four colors, beautifully illustrated, a cov- 
ering letter and an advance registration card 
for Market Week attendance. 

Copy is as follows: 

Headline : 

“Is Your Store Neglecting 

Its Most Effective 
Least Expensive 
Way of Moving Merchandise?” 

Body of copy is: 

“QO. What is retailing’s first law? 

A. Before you can make a sale, you must 
create desire. Before you can create 
desire, you must establish a buying 
mood. Display establishes a buying 
mood better and quicker than any other 
promotional medium. 

©. Which is more important—Advertis- 
ing or Display? 

A. Advertising—Newspaper, Direct Mail, 
Television, Radio—is a must. So is Dis- 
play. Display “ties in” with all forms 
of advertising, magnifies and multiplies 
their impact. 

Q. Which advertising medium produces 
more sales per dollar? 

A. That's difficult to pinpoint. We know 
that all other media take the lion’s share 
of the advertising budget. Display gets 


3ryant 


what’s left. But Display is reported re- 
sponsible for as much as 25 per cent of 
store sales! 

©. Can Display become a greater selling 
force? 

A. Yes, Display can announce any Sale 
or other merchandise or institutional 
event. And Display can expand and ex- 
ploit that event for a single department 
or as a storewide promotion. 

How to Make Display Pay Extra Divi- 
dends! 

Take these 6 steps today. 

1. Start thinking seriously about your 
store’s Display possibilities. Are they 
dramatic, magnetic, persuasive? Re- 
member: Impulse buying accounts for 
25 per cent of retail sales. And half of 
all impulse buying stems from good Dis- 
play. 

2. Compare your competitor's 
activity with your own. 

3. Consult with your display staff or 
freelancer. Review sales objectives, show 
what you bought, discuss visual presen- 
tation ideas with them. Plan ahead! 

4. Allocate enough funds to make your 
Display program complement your other 
advertising efforts. 

5. Use your imagination to make Display 
a vital sales force, not just a series of 
“window trims.” Get mood and atmo- 
sphere into your displays. They spark 
buying action. 

6. Shop Display markets for what you 
need. Shopping is easiest during our 
industry's Christmas Market Week. Re- 
turn the enclosed Advance Registration 
Card today.” 

The mailing will not go to names on our 
house list, which is based on NADI show 
registrations. However, if any reader would 
like the folder for his files, we would be 
pleased to fill any request received. 

Mail-Bag: Wintertime is an ideal time 
for many NADI members to travel abroad 
in search of ideas and items for better dis- 
plays. 

Among this year’s travelers were; Edgar 
Moser, George Silvestri, Tom Hughes, Wer- 
ner Brunn, Max Mayer and Sylvan Freund. 
Sylvan and Marcella Freund, very appro- 
priately, sent a card from Rome written most 
likely while enjoying caffe espresso at 
Donay’s on the Via Veneto. They loved 
Rome. 

Also in the mail was a request from Cal- 


Display 
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ifornia for a man who would act as a dis- 
play consultant for a small department store 
planning to revamp its visual merchandising 
approach. Write to the NADI for further 
details. 

From Florida came word of a display 
business for sale. Details received by us 
did not contain the full story. If interested, 
we will refer you to the broker involved for 
a complete prospectus. 

Visitors: Among the many visitors at the 
NADI office last month were three job seek- 
ers. 

One was a very able displayman, now em- 
ployed in New York City, who would like 
to make a job change. Another was an ex- 
pert inside man with an A-1 background in 
display manufacturing and distribution. The 
third was a highly experienced production 
man specializing in papier mache. 

We make this information known to as- 
sist these men in their search for jobs. If 
you require, for your staffs, any of the 
talents just described, please communicate 
with us so that we can put you in touch 
with the job seekers. 

Nominating Committee: During the past 
month, the Nominating Committee met to 
form plans and procedure for our June elec- 
tions. Prior to Market Week, the members 
at the annual session will elect a new Board 
of Directors and officers for 1960-61. 

Chairman of the Committee is David Sloan. 
Committee members are: Larry Charrot, 
Tom Hughes, Jim Nesbit and Bill Price. A 
slate of nominees for election will be de- 
cided upon when the Committee meets again. 

New Members: 

J. P. Denton Co. 
104-114 Lincoln St., Boston, Mass. 

They manufacture wood fixtures and dec- 
oratives and are importers and distributors 
of several display products. 

Noma Lites, Inc., 
55-61 W. 13th St., New York City 

They manufacture Christmas lights, spe- 
cialties, artificial trees and decorative dis- 
plays. 

We welcome them into the NADI. You'll 
meet them in June during Market Week. 





Readers of DISPLAY WORLD are always 
interested in what is happening to you and 
your family. Keep them informed of births, 
marriages, retirements, changes in employ- 
ment, etc., by jotting this information down 
immediately and sending it on to Editor, 


DISPLAY WORLD, Cincinnati !, Ohio. 


([] White Fern Tree in bucket—é ft. 

[} Ruscus Topiary Tree—é ft... .. 

[] Ruscus Hedging—i5" high. . 

[} Paim Tree—7 to 8 ft.—constructed of 
yucca pole, grass covered wood base 
with green plastic palm head.... 

{[} Beaded Bamboo Curtain—3 ft. x 8 ft.— 
black and white 

{] Fish Net — 10 yd. pieces — -72"" wide — 
natural, red, black, green, eae blue, 
aque and pink. . 

{_} Fish Paper—Multi color fishes on white, 
lemon, or beige background—50" x 9 ft. 


{] Plastic Fish—assorted colors 
{_] Papier Mache Full Round Sun 
[] Rattan Square—30"' x 30" 


(] Grass Mats—3 ft. x 6 ft.—72 row 
Fairway green 


ORDER NOW 


e Mail orders 
filled immediately. 


Serving the Display Industry for 
Twenty-Six years. 








“SUMMER DISPLAYS” 


NOW is the time to build your summer sales with the large 
selection of displays offered by the Art R. Cohen Co. 


f- ; “4, 


[] Cotton Rope—minimum 10 yerds—I" 
Y" 


[] Papier Mache Anchors—20" x 27"'—Biack. $ 3. 50 ea. 
[} Papier Mache Links—8'/,"'"—can be interlocked 
Black ..$ 6.60 doz. 
[) Papier Mache Life Preservers—22'' 
White with Orange Band $ 4.95 ea. 
White with Blue Band $ 4.95 ea. 
[}] Glass Floats wrapped in fish net—4" $10.80 doz. 
6" $18.00 doz. 
..$ 3.00 ea [}] Cork Floats 2'/2"".. .$11.00 per C 
4" $28.00 per C 
$12.00 roll (] Wood Floats 3'/."". ..$16.00 per C 


= Plastic Sea Fans & Starfish—ass'td colors.$18.00 doz. [] Conch Sheils large size. $ 6.00 doz. 
...... $18.00 doz. miniature. .$ 3.00 doz. 


95 ea. [] Cycus Palm Leaves 16 to 20"'. $ 1.25 per 
bundle of ten 
28 to 32°’. $2.25 per bundle of ten 
[] Palmetto Leaves 10°" $ 1.25 per bundle of ten 
14"° $1 


ART R. COHEN CO. 


810 PENN AVE. ¢ PITTSBURGH, PA. 








Wi d1.¢4. 0m. . headquarters fo 








Highest Quality 5. 


ee FAST RESALE ® 
KEYHOLE TYPE (oo: 
NICKEL PLATED ° 
BRACKETS 
All sizes from 4" up to 18” 
STANDARDS 
All sizes from 1 up to 127° (Fu 
SHIPMENTS MADE PROMPTLY 


KNIFE TYPE 


BRACKETS 
All sizes from 4” up to 18” 


STANDARDS 
All sizes from 1 up to 12° (r:) 








SNAP-ON TYPE 
STATUARY BROWN 
CHROME ¢ NICKEL 

Adjustments Spaced '|/,~ Apart. 
STANDARDS 
Stock lengths 6 and 12'(ru 
OTHER SIZES TO ORDER 





PARKER HARDWARE MFG. CORP. pee Lowest Prices! 


DLOW 


A) WRITE TODAY 





Coating 


FOR A WAY TO BE DIFFERENT 
WITH YOUR DISPLAYS? 


Every display 
problem is 


completely 





new . 


: 
‘ 
‘ 
q 
‘ 
‘ 


DISPLAY MAN and you 


measure 
your success 
when you've 
created a 
display that 
is really 


"different.”’ 


SARGENT DISPLAY FINISH 
multiplies the effectiveness of the 
wide range of display materials 
with which you work. Totally 
different textures and finishes can 
be accomplished by introducing 
these materials to the magic of 
SARGENT DISPLAY FIN- 
ISHES. Give it a try. 


there’s a Sargent spray 
for your display 


ear Celebs Conaeia tem ek’, 


y Y 
the Sargent-Gerke Co. 
Nationally Advertised Paint Products 
Talelt:-tar-telelie- Pee selelr- tar: 


Besides the 
angles or mutering, 
is completely enclosed for safety. 


devise 


transparent shield of nonbreakable 
proot glass to protect the 
| grinder is in operation. 
gauges for coarse or fine work. 


is the 
ishing 


THE DISPLAY EXECUTIVE . . 
HIS PROP SHOP 
[ ¢ ontinued from page 37] 
opens to an 18-inch throat. 
electric handsaw for cutting 
a bandsaw that 


The jigsaw 


there 1s 
A saber 


saw that steers by hand is adjustable to cut 
through wood up to 1% 


inches thick. 
Within the grouping of saws are the disc 


and belt sander and the jointer. 


There is a floor drill press with a mortise 
for cutting round or square holes. 

The grinder for sharpening tools has a 
shatter- 
eyes while the 
The instrument has 
Another impressive function in this shop 
repair of plaster castings and refin- 
after repairs have been made. The 


break is undetectable when this has been 
accomplished. George K. Payne, display 
manager, states that age-old methods of the 
plaster-casting trade are used. The practice 
is resorted to consistently, since it has been 
found to be feasible, practical and well 
worth the time of a workman to learn it. 
In Mr. Payne’s opinion, the most logical 
man in the display shop for this specialty 1s 
the painter. In the paint shop the painter 
is highly skilled and is able to imitate many 
different finishes including chestnut and 
Italian marble. 

Carving of foam plastic is done with an 
electric heat-carving tool which melts its 
way through the material wherever the hand 
guides the tool. Countless forms can be cut 
out in this way to resemble wood, marble or 
concrete, in shapes ranging from ballus- 
trades to crests of ocean waves. Foam plastic 
ballustrades, for example, can then be 
painted, tinted, or coated so as to appea ar 
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Born iN AKRON, OHIO. ATTENDED 
CLEVELAND SCHOOL OF ART MAJORING 
IN INDUSTRIAL DESIGN. LATER 
STUDIED AT AKRON UNIVERSITY. 

ART CREDITS INCLUDE PRIZE- 
WINNING WATER COLORS IN 

MAJOR ART SHOWS IN OHIO. 


STARTED AT A.POLSKY CO. 

IN AKRON AS STOCK BOY 

IN DISPLAY DEPARTMENT. 
BECAME ASSISTANT DISPLAY 
DIRECTOR DURING 14 YEARS 
WITH POLSKY'S. WAS AWARDED 
KEY FOR OUTSTANDING WORK 
WITH JUNIOR CHAMBER OF 


COMMERCE IN AKRON. JOINED 
THE HARRIS CO. IN 1957 AS 


DISPLAY DIRECTOR OF RIVER- 
SIDE STORE. 


(YJ ARRIED, FATHER OF THREE ¥ 
BOYS -14,-1L- YEARS AND 6—MONTHS- 
AND A PAUGHTER,8. ENJOYS BOX SCOUT 
WORK, CAMPING AND OUTDOOR ACTIVITIES. 


©RIFFITHS 


DISPLAY DIRECTOR, THE HARRIS CO. 
CALIFORNIA 


RIVERSIDE , 
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like stone or -wood. By partially heating 
again with a heat gun they can be made to 
look 100 years old, seasoned and natural. 
The logical man to do this heat carving is 
“the shop man” who is a “Jack of all trades.” 


The area labeled on the chart “Work 
Table” is the realm of the cut-awl machine. 
Under the table there are partitioned draw- 
ers for tool attachments and lettering in both 
conventional and other designs. Majestic 
patina and embossed or bas relief effects 
are achieved with this tool by first cutting 
out three-dimensional designs and/or let- 
tering, and then inserting them back into 
the same excavations whence they were cut, 
but not quite all the way, following with 
color brushed over the raised surfaces 
contrasting color, or a highlight of the sur- 
rounding color .. . for example, white 
against wedgewood blue, or gold wash upon 
ivory. 

“This implement ranks as one of the most 
uniquely useful display tools there is,’ in 
Mr. Payne’s estimation, since in addition to 
the obvious things that can be done with 
it, the cut-awl machine is versatile as a die- 
cutter. 

To cut a die, draw a pattern on hardboard 
and cut along the line. Then pile cardboard 
under the hardboard to four or five thick- 
nesses, depending on the thickness of the 
cardboard. Next re-set the blade so that it 
goes through the pile of cardboard and only 
rises up slightly into the hardboard template. 
Use this as a “railroad track” to guide the 
blade around the entire cut shape. Then take 
it off and put a fresh pile of cardboard in 
place and repeat the process until you have 
made all you need. 

Still other tricks can be done with the 
cut-awl machine, such as cutting circles of 
any size, at will, with a compass attachment, 
or changing the blade for a saw blade and 
cutting S4-inch plywood into wheels or a 
pulley. With the same saw you can cut any 
shape out of wood, using the saw as with a 
chisel blade on hardboard. 

Sesides all this, fabrics like felt, leather 
or plastic can be cut out on the cut-awl by 
placing the material between pieces of hard- 
board and cutting through the “sandwich.” 


In addition to all its other safety features, 
this shop has an automatic fire extinguishing 
sprinkler system in the ceiling. Also its 
lighting conditions conform to the best mod- 
ern standards. 

Needless to say—this shop, where wonder- 
ful things are made “from scratch,’ is an 
ideal one. 














SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 








MAY, 1960 





alivimae 
BY ahh 





36 MODELS— 

80 STAPLE SIZES... 
plus handy Hansen Vest- Kit 
(below) for greater 
convenience 








Good design and construction in all Hansen 
Tackers give them a well balanced ‘‘feel”’ in 
every application. Saves you lots of time, too 
.. . a§ they'll zip through any job with no delay, 
no wasted staples. Always ask for Hansen... 
the very best in Tackers. 


WRITE today for free literature. 


A. L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVENUE 
CHICAGO 40, ILLINOIS 
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A SUBTLE INTIMATION 
OF OLD WORLD CHARM 
AND ROMANCE GIVING 
YOUR DISPLAYS A BIT OF 
THE OLYMPICS, ROME '60 


CONTINENTAL STYLING 
CAST TRAVERTINE 


IDEALLY 
DESIGNED 
FOR 
DISPLAY 
OF 
JEWELRY 
COSMETICS 
TIES 
SMALL ITEMS 


SILVESTRI 


$68 N. FORMOSA AVE. 
HOLLYWOOD 46, CALIF. 
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—The exhibit booths of Pennsylvania 
Power & Light Company, Allentown, are 
always outstanding in the utility field 
. . « One of the reasons is E. Donald 
Worthington, the company's display 
director, whose original ideas are given 
full opportunity for expression 

Of course, other reasons are that PP&L 
always buys prime A-I| position at the 
shows in which it participates and then 
goes all out to create an exhibit that 
will be the highlight of the show... It 
takes money to construct an exhibit such 
as the one pictured, but the utility has 
found that good will of both the public 
and the appliance-selling dealers is 
worth the effort and expenditure.— 
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On the Exhibit Scene as 


—The Milwaukee Journal, one of the nation's top news- 
papers, has been creating more than usual interest with the 
display at right in its lobby . . . Entitled ‘Fashions of the 
Fifties,” the display features 32 full color, full page fashion 
units that have been selected as representative of the 1950- 
1960 decade . . . It graphically shows fashion's everchanging 
moods and silhouettes as reported each season by The 
Journal direct from the scene of their creation, New York 
City . . . Included in the display are breathless sheaths, 
cinched skirts, the chemise, the trapeze, sloped shoulders, all 
illustrating fashion's constant changes . . . The display unit 
itself was handled by Andrew Spitzer of Milwaukee, who at- 
tempted here to use the simplest of materials to create an 
effect .. . The modern motif at the ends is made of string .. . 
It is expected that the unit will be shown in other places, in- 
cluding shopping centers, within the next few months.— 


—Very few exhibit booth designers take full advantage of high 
ceiling halls when they have the opportunity . . . This can't be 
said of Cat's Display Studio, Johannesburg, South Africa, when 
creating this booth for Union-Castle ship lines . . . The booth 
became a cut-out version of a ship complete with mast and 
waving flags .. . Around the perimeter and inside the ship were 
additional showcases promoting services of the line . . . Serving 
a bilingual area, information was in both English and Afrikaans— 
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Cincinnati Club Hears 
Sales Promotion Director 

Talking informally before the monthly 
luncheon of the Greater Cincinnati Display 
Club, Samuel F. Pogue, sales promotion 
director of the H. & S. Pogue Co., one of the 
area's leading department stores, outlined 
four qualities that the sales promotion de- 
partment expects of the display department. 

The four qualities are: 1. Understanding 
of merchandise. 2. Sense of the theatre. 
3. Ability to get along with people. 4. Un- 
derstanding of money. 

Under the third quality mentioned, Mr. 
Pogue emphasized the importance of getting 
along with the buyers by “gaining their 
confidence in your judgment.” He added that 
for the betterment of store relations, “inter- 
department rivalry must be forestalled.” 

“Understanding of money,” was further 
explained by Mr. Pogue when he challenged 
the displaymen present “to accept the fact 
that money will never be unlimited. Anyone 
can do anything if money is unlimited. It 
is the adept display manager, who knows 
how to ‘manage money’, who will be appre- 
ciated fully by the sales promotion depart- 
ment that has its own overall money prob- 
lem.” The solution he gives is the “devel- 
opment of ingenuity and the purchase of 
versatile, adaptable props and fixtures that 
can be used over-and-over in various dis- 
guises and locations.” 

Following his talk, Mr. Pogue answered 
questions posed by displaymen present. 
When asked how his store proves that dis- 
play produces direct sales, he recalled a 
survey that revealed that during March 
$1,900 in merchandise was sold out of the 
windows and had to be replaced while the 
display was in use. 

He also remarked that departmental dis- 
play contests were usetul in promoting in- 
terior displays and acquainting = store per- 
sonnel with the value of display. 

On the subject of building store prestige 
through display, Mr. Pogue stated that a 
store’s displays should reflect the quality of 
merchandise being sold in the store, and not 
attempt “a Lord & ‘Taylor atmospher: 
when selling Macy's basement merchandise.” 
“Nevertheless,” he added, “the best display 
techniques and principles apply to display 
of any type of merchandise. 

Attending the luncheon were 23 display 
men and local members of the display in- 
dustry. The group meets the second Tuesday 
of each month at the second floor dining 
room of The Barn. Anyone desiring to at- 
tend should contact DISPLAY WORLD, as 
reservations are required. The next lunch- 
eon will be May 10 with the guest speaker 
being a prominent department store buyer 
from this area. 


Pimes Retires, 
May Open Small Shop 

Ralph Pimes of Pimes Majestic Display 
Center, Washington, D.C., has sold his busi- 
ness to D.C. Display of that city. He 1s re- 
tiring to live with his sister at Atlantic, 
N. J. He started in the sign business in 
1917 and displays in 1952. To keep active, 
he says he may start a small sign shop and 
do some freelance displays. He requests that 
old friends and business associates contact 
him at 4 S. Andover avenue, Margate, N. J. 
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SIGNPRESS’ 


SHOW CARD AND POSTER MACHINE 


MODEL "M" 


With new “Magnetic” type 
leck up. Greatest advance- 
ment in sign machines within 
last 25 yeors. SPEEDS UP 
OPERATION and provides 
complete flexibility of type 
arrangement. 


MODEL "B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 


Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 


MADE IN THREE SIZES 


Metal & Wood 


i FIELD'S Smart New— / 


Theyre Reversible 


oF Royer Acwtate 4 Nrioe 
@ Wwe 6 Works temo 
@ Sas Kw 46 
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| MODEL M-1422 — i4 x 22 — Patents applied tor 
... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX E-144, ADRIAN, MICH. 
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FROSTEE SNO CO., Antioch, Ill. 


HOT” PROSPECTS 


into your store with the 
FRIGID TEXTURE of FROSTEE SNO BLOCKS 
Write for free IDEA BOOK 











Improving Sign Production 


By ROBERT LATIMER 


Problem at Joslin's was that sign requisitions were illegible, 


misspelled, for wrong sizes and arrived at last minute .. . 


Here's how Display Director Kalasky remedied the situation 


cent of the Waste 


LIMINATING 75 pet 


volved in sign production has been 


‘buyer education” plan 


Kalasky, display director 


result ot a 
hy \ ‘| 
ry (,00ds 


(Company, Denver, 


Mr. Kalasky set out on the plan 
lin ste suffering a continuing 
of aggravations where sign production 
habitually 


T¢ Was 


wal concerned Buvers were 


cribbling out the sign message on whatever 


crap of paper they could lay their hands 


likely to go unrecog 
intransit 


scraps which were 


and hecome lost somewhere 


nized 
department and the sign shop. 
sign 
misspelled, so 


hetween thre 


SacTlic¢ (>T those 


which did get to the 


mechanic were muisprinted, 
resulting signs 
\nother tactor 


damage was the 


difficult to make out that the 
discarded unused 
Ilv doubled the 
hbuvers to order signs 
which did not fit the 
had 


wall 


iicTa 


predilection of some 


at Vrony sizes 
department, and 
edges of tables, 


color ful 


stands in hie 
stapled to the 
, ete., with resulting appear 
ance and physical marring ot the fixtures. 
With all of these elements in the picture, 
Mr. Kalasky knew he had a dithcult job on 
| Most ot 


rrors which led to sign discard, he felt, 


hand, but not an imsuperable one 
occurred simply because the buyers involved 
vere far too busy to give adequate attention 


to sign preparation, and, of course, in some 


SIGNS should 
be ordered 


parts due to turnover in the sign shop which 
resulted in slow production, and errors. 

To overcome the situation, Mr. Kalasky’s 
first step was to draw up a set of instructions 
to buyers, consisting of six major points, ona 
mounted on wall 
Kach of 
form 


sections to 


mimeographed sheet and 


where sign requests are deposited. 
new 


the points, in turn, hinge on a 


Complete with all necessary 


problem likely to arise in the 


form 


cover every 


buyer's mind, the was designed to 


simplify and speed up sign production, as 
well as educating the buyer to following a 
definite sequence in sign request thereafter 
kor boxes on opposite 
ends ot the torm were provided to spot the 
date that the sign 
date to be delivered. 


quested for 


example, separate 
was requested, and the 
Three days were Te 
and a 
incorporated 


producing each sign, 


check on selling, prices, SIC... 
into the form. 

Next, to bring the necessity tor better sign 
writing home emphatically to all personnel 
involved, Mr. Kalasky set up a permanent 
display, consisting of three bulletin boards 
and a box tor depositing sign requisition 
forms on the wall of the display department, 
at the this Here, 
where buyer must pass to 
the section has an 
The bulletin board on 

example, is identified as the 
Requisition of the Week” with 


just inside door. 


entering 


point 
every 
leave her sign request, 
important meaning. 
the lett, tor 


“Best Sign 


the requisition itself appended immediately 
below. A short note explains why this 
requisition was chosen as the best to be 
produced by any Joslin buyer for that week. 
Quote: Congratulations BEST REQUISI- 
TION OF THE WEEK. Here ts an example 
of a requisition properly filled out. 

On the opposite side of the panel display 
is the “Worthless requisition” with a small 
sign asking, “Is it yours’”. Again, a tersely- 
written note gives the reason why the requt- 
sition was thus chosen, pointing out illegible 
script, wrong entries, spaces left blank, etc. 
Naturally, it is something of a faux pas tor 
any buyer’s order to appear in this section 
and it is a certainty that all of them will 
work steadily against their requisition theme 
thus posted. 

Finally, a small slogan sign on the box 
in which sign requisitions are deposited 
points out that it is just as easy to do the 
job right the first time as to have to dis- 
card a sign and “start all over again’. The 
combination of these examples, a constant 
reminder to even the busiest buyer plus reg- 
ular emphasis on the subject during store 
executive meetings, etc., has been the almost 
complete elimination of errors in sign pro- 
duction phase, complete absence for request 
for signs of the long size to comply with the 
department's standards and generally better 
sign writing at every turn. Mr. Kalasky 
considers the results worth the extra effort. 


SIGN REQUISITION wth Gopy- Control 





same day as 
Ad is submitted 


LEAD LINE - GIVE BENEFIT - CREATE DESIRE - GET ATTENTION 








STORES | Quantity 
Denver 




















‘Aurore 


HEADLINE - BRAND NAME AND/OR DESCRIPTIVE NAME OF ITEM 











Lakewood 
Merchants Park 




















Englewood si 
Greeley 
TOTAL 
Two Sides | 
One Side 
5% x17 
Tall 
































DATE ORDERED 





DATE WANTED WRITE COPY 


IN RECTANGLES 
WRITE PLAINLY 
CHECK SPELLING 





DEFT. 





ORDERED BY 


DESCRIPTIVE INFORMATION . 


_ SELLING POINTS 














DESCRIPTIVE INFORMATION . 


_. SELLING POINTS 



































Signs for Unadvertised Merchandise must be orderea 3 days in advance 


DISPLAY WORLD 





Kominiscing 


William A. McCormick, at one time 
display manager for The Boston Store, 


Chicago, and Clarence Bodine, formerly 
with Bodine-Spanjer Company, formed a 
display firm in Chicago. It was known as 
Plastic Art Studios. 

H. Webb became display manager for 
the Hudson’s Bay Company, Vancouver, 
B. C. He replaced F. O. E. Heals, resigned. 

Frank G. Bingham, who had _ recently 
taken over the direction of display tor Rob- 
ertson Brothers, South Bend, was married to 
Mary Olive Crum, at Dundee, IIl., Bing- 
ham’s home town. 

Plans were made to take motion pictures 
of the major events of the August 5-8 con- 
vention of the International Association of 
Display Men in St. Louis. 

H. B. Kelly, for many years display man- 
ager of Ditter Brothers, Yakima, Wash. 
resigned to open a display studio in that 
city. 

The Advertising Research Foundation of 
the Association of National Advertisers an- 
nounced its intention of setting up a re- 
search program to study window display 
circulation. 
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Formation ot the Display Association of 
South Australia at Adelaide was announced 
by Secretary Raymond FE. Rogers, Cox 
Brothers. President of the new group com 
posed of the top displaymen in that area 
was R. Bottcher, also ot Cox Brothers. 

Many established firms in the display in- 
dustry were active in expansion moves, 
testifying to the confidence of the industry 
for the coming decade. Schack’s, Chicago, 
moved into its new 50,000 square foot fac- 
tory. 

Joseph Mercurio of Garrison - Wagner 
Company was reelected president of the St. 
Louis Wisplay Club. Howard Backer, in 
charge of display for Stix, Baer & Fuller, 
was appointed chairman of a committee 
which was to endeavor to secure the 195] 
convention of the Southern Display Asso- 
ciation for St. Louts. 

Display Guild ot Baltimore was host to 
80 display, advertising and store planning 
executives, including Washington display 
directors and a number of guests trom New 
York City and Philadelphia, at a dinner 
meeting. W. Arthur Gray, chairman of the 
Visual Merchandising Division of the Na- 
tional Dry Goods Association, spoke to the 
group. R. C. Kash, editor of DISPLAY 
WORLD, also spoke on the “Relationship 
of Display to Management.” 


Smith Appointed Consultant 
By Sales Promotion Center 

Paul Smith, for 3 years display director 
for the J. W. Robinson Co., Los Angeles, 
has been appointed display consultant for the 
Sales Promotion Center in that city. This 
is an added service which the Center is pro- 
viding for its clients. Mr. Smith’s wide ex- 
perience in every phase of display will be 
available upon request. 
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perfect combination for 


refreshing new displays .. . 


VICRTEX \V.E.F. FABRICS 


— PLUS YOUR IMAGINATION C_] 


Viertex’ glowing colors and deep-sculptured patterns create moods of 
warmth, luxury, excitement to flatter and complement merchandise displays 


Patterns that simulate wood paneling, raw silk, grass cloth, leather, plus 40 La 














others will stir your imagination to new heights. 


Practically indestructible. VICRTEX V.E.F.* won't chip, crack, peel or 
fade — stain. soil and flame resistant — wipes clean with a damp cloth. 
Reusable; will last for years. 


Write today for swatches, prices, descriptive literature. ees 


L.E. CARPENTER & COMPANY a 


fused 
356 FIFTH AVENUE e NEW YORK 1 @ Phone: LOngacre 4-0080 
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LANDSCAPE 
ROCKS 


WOODLAND 
WATERFALL 


GIANT 
TURTLE PES 


MAKE YOUR DISPLAYS COME ALIVE 
WITH CASCADING WATERS 


| @ Wide range of models and prices to 

|” ehiesan dana CALIFORNIA ART PRODUCTS CO. 

| @ Extremely durable—light weight—One- 7356 Fulton Ave., North Hollywood, Calif. 
piece Fiberglass construction. 


SEND FOR FREE CATALOG TODAY Gentlemen: Send us your FREE CATALOG. 


Jobber and Dealer inquiries invited. Name 


California Art Products Co. Address 


7356 Fulton Avenue City State 
North Hollywood, Calif. Dealer [ ] Jobber [| Retailer [| 





Howard Displays and Hardboard 


ODAY’'S highly competitive business 
conditions have placed an increased re 


liance on imaginative sales promotion. 
This effort takes many forms, particularly 
in point-of-purchase, window and trade show 
displays 

[hat is why a comparatively young firm, 
Howard Displays, Inc., Chicago, expects to 
double its sales this year, continuing a 
growth record that has seen a business ex- 
pansion of at least 33 per cent every year 
since its founding in 1952. 

[he company specializes in the creation 
and production of sales display materials of 
all kinds—from the smallest point-of-pur- 
chase displays to thousand square toot trade 
show exhibits 

Built on imagination, quality craftsman 
ship and service, the firm has grown trom a 
one-man organization occupying 2,100 square 
leet of office and shop space to more than 
25 employees and 30,000 square feet of 
space 

[he company was tounded less than eight 
vears ago by Howard A. Jacobs, a former 
(niversity of Illinois architecture student, 


Exhibit producers make these 
panels to stock sizes during 
slack periods and then incor- 
porate them later into their 
designs . . . Stores can use 
them in interior hardware 


and appliance displays. Photos 
show construction steps 


who now is the 33-year-old president and 
supervisor of design and construction. As- 
sociated with Mr. Jacobs is Fred Stichler, 
who is secretary-treasurer and heads the 
sales end of the business. 

Mr. Stichler cites keen competition among 
manutacturers for the consumer dollar as 
the reason behind the tremendous growth 
of the company. Already, during the first 
quarter of Howard Displays’ September- 
\ugust fiscal year, sales have equalled the 
entire business for the year previous. 

“With all manufacturers vying for a 
greater share of the expanding consumer 


spending, each is paying increased attention 
to product displays,” Stichler says. 

“This emphasis on display is evident at 
every sales level. Manufacturers are supply- 
ing dealers with more point-of-purchase and 
window display material. They are also 
entering more trade shows, where they can 
show their entire product line to distributors 
and dealers effectively and comparatively 
inexpensively in a short period of time.” 

Mr. Jacobs, the creative half of the suc- 
cessful twosome, points out that an effective 
display must combine two characteristics. 

“First of all, it must be an attention-getter. 
And, it must be inexpensive in terms of the 
results it is intended to produce. 

“Imagination and creativity in design 
need not be expensive if the display builder 
makes use of all the modern materials now 
available,” he says. 

Mr. Jacobs cites these factors to be con- 
sidered in building any display: 

1. How it will be used. A point-of-sale 
display may be used for only a week 
or a month while a basic trade show 
exhibit may be used, with periodic 


—Shown below is the step-by-step procedure in constructing the four panel displays for Robbins Floor Products, Inc., in the shop of Howard Displays, 
Chicago ... |. The first step is the setting of the holes for the hinges before the display is actually built ... 2. The next step is the drilling of the 
holes to receive the levelers at the bottom and for the poles which are inserted at the top .... 3. Step three is the assembling of the frames and the 


setting of the pre-cut frame pieces into the jig 
procedure, the frame is removed from the jig 


... 4. Fastening the frame together is the fourth step ... 5. Upon completion of the frame assembly 
.. . 6 Next, the perforated hardboard backing is placed onto the frame . 


.. 7. After placing the per- 


forated hardboard backing on the frame, glue is then applied to the front of the frame preparatory to receiving the hardboard panel for the front 
side of the display unit .. . 8. In addition to the glue, six nails afix the panel to the frame, after which the unit is placed into a 500 pound press for 
four hours (the press holds 53 panels at one time); after being removed from the press the panels are sprayed with five coats of lacquer—two prime 
coats and three finishing coats; then are silk screened with proper lettering and placement markers indicate locations of various tile samples 


9. A tedious operation is the placement of the tiles onto the panels according to a sample in front of the tile-setter's work area... 


10. Hinging the 
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finished panels together to form the four panel display is the last construction step ... 11. Another view of the hinging operation . .. 12. Boxing 
the finished panel display for shipment; a completed display stands in the background— 





changes, at intervals over several years, 
but both must be easy to ship, erect 
and dismantle, and both must remain 
attractive during use. 


Choice of construction materials. The 
materials must be as inexpensive as 
possible in terms of required strength, 
ease of handling, versatility and at- 
tractiveness. 

Howard Displays relies on hardboards of 
various types as its solution to most con- 
struction and design problems. Some trade 
show displays, for example, may be 75 per 
cent hardboard, with the remainder made up 
primarily of actual products, photos and ad- 
vertising copy. 

One such display made use of hardboard 
tor a 20-foot curved background, canopy, 
backing on the returns and the separate 
background for photos, captions and pro- 
ducts which were mounted on a pole struc- 
ture standing free of the background. 

Mr. Jacobs says that tempered hardboard 
meets his needs best because of its strength, 
durability and versatility. 

“It doesn’t chip, mar, dent, split or splinter. 
secause it is tempered, it won't warp even 
under humid conditions. And it can be 
easily bent to give unusual and effective de- 
sign treatments.” 

“Hardboard also lends itself easily to 
attention-getting effects. It is easy to paint 
to match special color schemes. In addition, 
many special pre-finished panels now are 
available in a wide variety of surfaces that 
need no additional finishing. 

These include marbleized and wood-grain 
effects as well as embossed, basket-weave, 
corrugated and striated designs. Perforated 
hardboards also are valuable for easy at- 
tachment of products to display backgrounds. 
Perforated panels also accent otherwise 
solid, massive-looking displays.” 

By using these pre-finished panels, Mr. 
Jacobs figures that his company can save as 
much as 66 per cent when compared to other 
wood products which have to be finished. 
This takes into consideration savings on 
original price, materials and labor during 
construction and finishing. 

Additional savings often accrue to the 
user. Because of hardboard’s durability, dis- 
plays, with minor changes, are reusable for 
years. 

“Modern materials now make it possible 
for manufacturers to provide dealers with 
an ever-increasing variety of hard-hitting 
point-of-sale displays at the lowest possible 
cost per sale,” Mr. Jacobs says. 

“Our current major project is an example. 
We're now completing 700 units of a four 
panel display to be offered by a floor-cover- 
ing manufacturer to dealers throughout the 
country.’ 

Using two panels—one perforated and one 
smooth one-side—attached to the wood fram- 
ing, the unit, when completed, will give the 
manufacturer a ruggedly attractive display 
which will last indefinitely under proper care 
and handling. 

“Our job of creating more attractive, 
better-built displays is constantly being 
made easier by the wood products chemists 
who give us better materials with which to 
work. Hardboard is a good example of what 
can be done,” Mr. Jacobs concluded. 
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EXTRUDED ALUMINUM FRAMING 
AND DISPLAY COMPONENTS 


DESIGN and BUILD 
ATTRACTIVE DISPLAYS 


QUICKLY AND ECONOMICALLY 4 HANGER 
WITH STANDARD PARTS y) BRACKETS 


LEGS 
‘& 
BRACES 


: FRAMING 
CORNER w 
D 4810 ASSEMBLIES For 1/,'" Panels 4 ~ 
FOLDING DISPLAY STAND 5 
Made with For specific information write to mfgrs. | 


ALUMALINE Components = SPACESAVER HARDWARE CO. Inc., 699 6th “ N.Y.C. 10 
































From a 1” x 2” furring strip 
3 / | M B EK R toa 12” x 12” Timber. 


Masonite Cut to your specifications by one of New York's 
Celotex LARGEST and most DIVERSIFIED Lumber Companies. 


Mouldings © FAST SERVICE e 


Homasote LUMBER 
man TULNGY ..2Ra 
17 Ridgewood Piace Brooklyn 27, N. Y. 


GLenmore 5-414] 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 





Upson Board 














ANTIQUE “TJench” TELEPHONES 


Rare and romantic cradle phones imported from 
Europe ... for that touch of Continental elegance! 
Not only a wonderful showpiece . . . use as intercom 

or extension. Unique for display or resale in your 
"Foreign Bazaar." Available in 3 other styles. 
Limited supply. 











4 Write NOW for details, photos, wholesale prices! { 


AMERICAN ENTERPRISES | 
Dept. W, P. O. Box 6122, Houston 6, Texas 





ERROCRAFT 


Morgantield Kentucky 


“Cenag "e Now Hoot 


Protect fragile, valuable yt “with FERROCRAFT'S 
heavy duty floor stanchions and new Jiff-E-Link plas- 
tic chain. Stanchion (white or black) 7.95 each 
(28/2"" high, 112” square at base). Also in brass 
finish at $10.95 each. Black and white plastic 
chain is 80¢ per foot, brass metallized, $1.00 per foot. Order from your display jobber. 





FREE 


IDEAS FOR 
BUILDING SALES! 
= 


a Fee eee eee eee eee eee ee ee So; 
VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog. 
Name 

Pith 

(lompany 

Address 


(ity State 


i 
; 


ad 


Aterrifie new catalog 
describing the com- 
of VUE- 
MORE display turn- 
and BREVEL 


animation motors. 


plete line 


tubles 





Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


Quiet, versatile, efhcient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 


motion display. Write for details. 


VUE-MORE CORPORATION 


son of BREVEL PRODUCTS 


601 WEST 26th, STREET ° NEW YORK 1, N. Y 


—Startled bank patron gets service 
from moustached teller at old- 
fashioned teller cage . . . With 
them is one of bank's girl tellers, 
who wore Gibson Girl blouses— 


Dead Oak Sprouts 
Chocolate Coins 


Lucky Money Tree plays major 

role in 85th Anniversary of 

Minneapolis bank “Gay 

70's'' decor and costuming 
prevails 


DEAD oak tree came to life in Min 
A neapolis, Minn., and in doing so to- 
amount of public 
attention on two business firms of that city. 


cused an unusual 


The tree was the top feature of a project 
by the Haas Display Co. ot Minneapolis by 
which Ozzie Haas, owner of the firm, con 
verted the main lobby of one of Minneapo 
lis’ largest banks, the Farmers & Mechanics 


Savings bank, into a “Bank of the Gay 70's” 


—Pleasant greeting for customer from cos- 
tumed receptionist in booth constructed by 
Haas Display Co.— 


—'‘Lucky Money” 


in recognition of the 85th anniversary ot the 
bank's tounding. 

In addition to the tree, a major project in 
itself, Haas built special teller cage fronts, 
a reception booth, installed a large beautiful 
drape, returned the cuspidors ot 
another day and did other work to bring 
back the atmosphere of a bank of a past era 

The result of 45 hours of research and 
design, the tree involved 382 hours of pro 
duction time. 

The project got underway Haas 
selected a dead 30-foot white oak tree on 
an employe’s property. Cut down and 10 
feet of trunk eliminated, the tree was sawed 
Into five-foot lengths 
painted gold after 
scrubbed with a wire brush to remove loose 
particles. Secured by metal dowel type fit- 


doorway 


when 


Coded tor assembly ; 


the pieces were being 


u 
i 7 


(sea Wu 


tree in bank lobby— 
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tings the tree was assembled in the bank | 


o 
. 
lobby. Strips of durable fibre paper sprayed | the VID slide-frame 
gold covered the joints. | (copyright VID 1960) 
multi-color background for window, interior or exhibits 


























The bank then covered the tree with about | 


wse any color, standard size 22x28" |4-ply cardboard, available at any 






































6,000 imitation gold coins, actually choco- | stationery or art supply shop . change your color scheme every time 


lates. The public was invited to guess the | ev change your merchandise by just : — black rolotone-finish wood frame, separate 


3 - . . . sliding-in a different color cardboard metal base black (unless specified otherwise). 
number of coins, best guesses winning prizes. | single slide frame (approx. 2’ high) $12.20 ec. 
: > 8 ae ae We double slide frame (appros. 4 high) /|8.20 ea. 
M ore than H O00 entries were receive d. can do it... use the frames separate - triple slide frame (approx. 6° high) 24.20 ea. 
;, higher fram n re ¢ 
i it divid r attach 9 ames vpo ques 
ae A ereangnataaeny cordboard if desired, 50c each (specify color) 


all prices f.0.b. los angeles, california 

















no tools required . a child 


Teller cage fronts constructed by Haas | 
with silk screen process had imitation gas- | 
lights. Weighing about 300 pounds, the 13- | ro 
by 9-foot plush drape was installed around 22 x 28” 
the bank’s main doorway. Haas made a u sho-card 
special metal structure to fit the archway 
without drilling holes or otherwise marring 
the marble. - 


@ hook and hang them or 7? 7? ? ? 


























self standing 
metal base 






























































The “Bank of the Gay 70's” received 
widespread publicity in the newspapers of 
the Minneapolis area and on all television 
outlets. Approval by the bank of the display 
features followed presentation by Haas of | 
exceptionally well prepared color drawings 


and also blueprints. ® SPECIAL DISPLAYS 


® PERMANENT DECOR 
COMING UP! for window and interior settings 


Although these Ritts Bamboo Lace Blocks are true 

. conversation pieces all by themselves, they’re 
*May Day aise the postect, teat points w4 your finest dis- 
: piay settings. As unusual pedestals, dividers, 
American Camp Week. . decorative sectors... for wonderful, rare lighting 
Christian Home Week effects that add fabulous enrichment to any dec- 
orative grouping...this set of four Bamboo Lace 

Law Day U. S. A. Blocks tops all ordinary ornamental accessories. 
rrect Posture Week Special decorators’ price, set of four as illus- 
Co trated, $100 F.0.B. factory. One-third cash with 
Mental Health Week at order, balance C.0.D., or 2% discount for full 


National Family W eek cash with order. Retails at $140. 
satiated Diietink tet tameinn Waals Here’s a real hundred dollars worth that will look @ 192108 6 





National Music Week like a thousand in your windows. Order today! SaSMAT) yaa ta x12 
National Radio Month i RITTS CO., pept. nw-5, 2221 s. Sepulveda pti Los Angeles 64, Calif. 

American Bicycle Month May 1-31 
National Foot Health Month May 1-31 
National Home Improvement 


on - ay 1- UE \ 
Nationa Ornamental Iron Month May ANY py ; / "FRENCH. URN with, HANDLES , 


“Kentucky Derby 
Mother’s Day és May 8 


Give a Hobby Kit Month May 8-June 19 : REINFORCED FIBERGLASS | 


National Girls Club Week May 8-14 


National Hospital Week May 8-14 | — will not collapse cos 
International Red Cross Day ...May 8 | — 


Let’s Go Fishing Week May 14-21 | eat RPR F 
Luggage and Leather Goods Week. May 14-21 | SEND CHECK Vight weight and WATE OO 


National Slacks Week... May 15-21 | pyRCHASE or " s W r 
National Cotton Week May 16-21 | with a bow! like center to hold ate 


*Armed Forces Day May 21 | MONEY ORDER, va HIGH=s 23" WIDE*8” SOQ. BASE V4" THICK, 
National Salvation Army Week... May 22-29 
National Cire “me? ZAFERO STUDIOS 925 ARCH ST. PHILA,7 PA. § ZO? 
National Circus Week June 1-7 

National Recreation Month June 1-30 | Si L Me e each 
Portable Radio Month June 1-30 | 
Let’s Play Golf Week. .... June 4-11 | FLASHERS 
National Homemaker’s Week June 5-11 | Since 1900 


National Flag Week June 12-18 | , tine Val 
Father’s Day June 19 | orce Attention, Increase Advertising Valve 


(DISPLAY WORLD will be glad to fur- | REZZLERS “Ek Tel ap X. 
nish the name and address of any spon- | ® ececraic cosca= 
sors of the above-mentioned events. Many | #55 RIVER ROAD’ RIVER GROVE, ILL. 
of them make available free posters or other | 
display material as well as ideas for dis- | 
plays tying in with the occasion. Simply | 
address your request to the Editor, DIS- | —_ 7 > DECORATIVE FOILS 
PLAY WORLD, Cincinnati 1. | Opportunity Exchange _ fy eere ea oee 
*These observances of a national nature do | For any WANT AD purpose: gg ae mb RBA Creagh ew 


R P Non-Expandable Foil, R P Base Metal 
' : NT 
not have specific sponsoring organizations POSITION WANTED POSITION VACA Write for Samples 


. g ENT FOR SALE 
supplying promotional materials; however, | Pop ee yacterny! a oun elminn eee ata etal Pat tae ~ ee 
local groups can usually be contacted. | attehndcemunsrecat - Washington Ave., Madison 1, Wisconsin 








7912—Martin R. Klitten Co.—360 
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.... Osplay creators 
display manulacturers 


david hamberger inc. 


feet TREE] 


' 


OR 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yerd strings, ell colors 

@ FPEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 








—South African Feather Co., Inc.— 








re ees AIC CUE 


window BIT Ph 


USE over and over again. No 
skill...no waiting...no messy paints 
or inks. Makes a sign 3x4 feet. 
Change message everyday... in just 
minutes with new Clip-on Fluores. 
cent Plastic Letters that shine like 
tlames...night or day. Now, it's easy 
to tell customers about specia! 
sales. Write for FREE colorful 
Folder today. 


ACTIVE DISPLAY ADV. 
1702 West 19th Street 
CHICAGO 4&6, ILLINOIS 





FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Jehastesn Ave. Jersey City, N. J. 
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Today’s Mannequins Wont Fit 
Yesterday's St. Louisans 


American Fixture's Veda Humphrey discovers this when creating 


figures to wear historic fashions in Heritage Galleries displays . . . 


Pre-teen mannequin bust, waist too small for ladies . . . Man takes 
body of 16-year-old 


RAMATIC tragments of St. Louis his- 
I) tory—in the form of apparel and house- 

hold settings of bygone eras—are now 
on view in the Missouri Historical Society's 
remodeled Costume Room. Clothes worn by 
St. Louisans from 1800 to the 1920s are 
shown in. three-dimensional “room trag- 
ments,” complete with authentic furnishings. 
Walls, floors, fireplaces, furniture and dec- 
orative pieces, saved from historic homes in 
that area, form appropriate backgrounds for 
life-size, costumed mannequins. 

The Costume Room and an adjoining toyer 
are the first of the Heritage Galleries, part 
of a rehabilitation plan for the Jefferson 
Memorial building. This is the most ex- 
tensive improvement in the structure since 
1913, when the 94-year-old Society moved 
into the building. 

This Costume Room, located in the east 
wing below a main-floor gallery, has four 
structural pillars limiting display space. In 
the past, costumes were merely hung in 
glass cases lining the walls. The eight new 
display “rooms” are big exhibits built 
around the pillars and placed on angles for 
maximum viewing. Smaller hold 
needlework, spectacles, household aids, china 
and other objects related to Missouri his- 
tory. More costumes, about 200 boxes full, 
are stored in an adjoining office which 1s to 
be made into a costume research room. 


cases 


The $20,000 remodeling project was made 
funds from the Flea Market, 
sponsored by the Women’s Association of 
the Society. Funds also came trom the St. 
Louis Fashion Group, Inc., and from the 
descendens of Gustavs Wulfing, an early 
St. Louisan. The yearlong project was under 
the guidance of Charles van Ravenswaay, 
Society director, and (,eorge R. ,rooks, 
curator, working with a museum committee 
headed by Mrs. Chapin S. Newhard. 


possible by 


To find mannequins capable of wearing the 
historical garments, the Society turned to 


—Veda Humphrey, far right, American Fix- 


ture, Inc., instructs hard-working committee 
of the Women's Association of the Missouri 
Historical Society in art of dressing manne- 
. Special mannequins were fabricated 


1800-1920 fashions— 


quins .. 
to fit the 


in St. Louis. Miss Veda Humphrey and the 
American Fixture, Inc., with headquarters 

Seau Monde staff accepted the challenge. 

Contributing to the challenge was the fact 
that the budget of the Society would not 
permit new sculpturing of figures, and it 
was tound that the busts and waists of the 
historical gowns were so tiny that not even 
a pre-teen mannequin’s bust and waist was 
small enough! 

“We, therefore, made up a special bust 
section,’ Miss Humphrey explained, “fitted 
it with a variety of Beau Monde heads, 
chose a variety of leg poses (which had to 
be made to fit the tiny bust section), and 
came up with eight lovely figures, all differ- 
ent, exactly the right size.” 

Miss Humphrey and her capable assist- 
ants also made up a man’s figure (he was 
smaller than usual, too) utilizing a 16-year- 
old’s body with man’s head. The figure of a 
small girl of 8-years-old was no problem. 

Other figures will be ordered by the 
Society as funds become available. “In the 
meantime,’ Miss Humphrey says, “a variety 
ot the special small bust forms will be used 
until more standing figures can be pur- 
chased.” 

“The hair styles were fun,” she adds, “but 
dificult, inasmuch as all the help they gave 
me was to designate the style period for each 
figure from 1790 to 1800, 1800 to 1840, 
1860 to 1870, etc. Research through books 
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and photographs was rewarding though, and 
I was able to design an authentic wig style 
for each period. The results pleased the 
Society beyond its wildest hopes!” 

Since none of the women on the Society 
committee had ever dressed a mannequin, 
Miss Humphrey performed this task, show- 
ing the ladies how to do it... “even to 
stuffing tissue paper under the huge petti- 
coats to make them stand out even wider, 
and putting tissue in the huge puffed sleeves. 
They were fascinated, eager students! It’s 
amazing how many hours of hard work, all 
donated free of charge, these wonderful 
women give to projects like these!” 

Crowds have been flocking to see the dis- 
plays since their opening, and visitors are 
always welcome. The St. Louis Post-Dis- 
patch included several color photos of these 


Rittenhouse Retires 
From Federal Sign 


William J. Dolan has been elected secre- 
tary and treasurer of Federal Sign and Sig- 
nal Corporation, succeeding Franklin T. 
Rittenhouse, who has retired after 40 years’ 
service with the company, it was announced 
by William W. Scott, president. Mr. Dolan 
has been controller and assistant secretary 
of the company since 1955, and is a 30-year 
veteran with the company. 

Mr. Rittenhouse joined Federal in 1920 as 
an accountant, was named treasurer in 1934, 
and has been secretary and treasurer since 
1939. 

Federal is one of the world’s largest man- 
ufacturers of electrical outdoor signs and 
visual and audible signalling devices. 





TRADE PEKSOWALITIES N020044-~ 








{SoRN, MARRIED IN BERLIN, GERMANY, WHERE 
HE STUDIED LIBERAL ARTS AND BUSINESS 
ADMINISTRATION. STARTED DISPLAY 
BUSINESS TN NEW YORK CITY IN 1937 


(ROBBIES INCLUDE MUSIC, 
COLLECTING ANTIQUES, GARDENING. 
IN YOUNGER YEARS ENJOYED 
MOUNTAIN CLIMBING AND SKIING 
--STILL LIKES HIKING. ENJOYS 
TRAVELING AND EXOTIC FOODS. 





BRUNN & BERTHEIM 
NEW YORK CITY 


me 50th ANNIVERSARY EDITION 





12,000 creative 
products for the 


working artist 
Sign Making _ Display 
Advertising Lettering 

Graphic Arts Screening 
Teaching Printing 


GIANT 228 PAGE CATALOG 
FREE! to accredited users. 











} D3 CO) 1 @ = 3 CO) 5 ¢ 


Galesburg, Illinois 
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SHIRT FRONTS 
P ROX & READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. © Conventional 
® Short Point (illustrated) @ Widespread 
e Oxford B. D. Packed % doz. to box. 


$16.50 per doz. 


ih 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
always a perfect knot. Packed 1 doz. as- 
sorted colors to box. $12.75 per doz. 


Merchandise Shipped 2/10 EOM, FOB Trey, N. Y. 
Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 
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NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 














ENHANCE YOUR DISPLAYS 
with FEATHERS 


BUY DIRECT FROM TOP MFR.!!! 


OSTRICH & MARABOU 


By the Yard 








Various Qualities 
All colors, any length 


OSTRICH FEATHERS 


— FAST DELIVERY — 


LADZIN NOVELTY CO. Inc. 
30 W. 36th St, N. Y. (18), OX 5-3087 














THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 





8820 Sunset Bivd., Los Angeles 46, California 








SHOULDER COVERS 


polythene. 


Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


YARDVILLE, N. J. 


Vinylite window-clear 


BOX 35 














@ Rustic Frames 

@ Rustic Boxes 

@ Bird Houses 
& Feeders 


RUSTIC 


Furniture Co., Inc. 
**Parkcraft'’ 


BIRCH Poles & Branches Phone NAtional _* 


CEDAR Poles & Slabs Williamstown, N. 
einen —= | 
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SELLING QUALITY FURNITURE 
AT POGUE'S, CINCINNATI 


[( ontinued from page 16 | 


customer group, a group not only able to 
afford Pavane, but appre lative of its beauty 
and quality 

In setting a theme for the Pavane intro 
duction, store executives called for the un 
lon Of Pogue’s unbroken 9%6-year tradition 
of quality with the obvious quality aura ot 
the collection. The 


quiet, 


was to reflect a 
that 


tastes 


gallery 


dignified atmosphere people ot 


discriminating, conservative would 


admire \\ indow ‘ had to be equally elegant, 
but not merely copies ot the gallery settings 
\dvertising also was to mirror this feeling 
To aid in just such planning, Tomlinson had 
prepared an extensive brochure covering all 
phases ot a Pavane promotion. Included in 
it was a timetable for organizing an adver- 


tising program complete with suggested 


] 


newspaper layouts and copy as well as radio 


‘ 


and television scripts, “how’ and “where” 


mntormation on window and interior dis 


plays, sales training techniques, colored 
slides of the Pavane room settings Tomlin 
son had installed at their High Point, N. C.., 
factory, a publicity schedule, and plans tor 
an open hous The booklet even designated 
that should be 


items used tor 
related ce partments ; 


displays in 
a dressing table in the 
Lingerie Department, a canopy bed in Do 
mestics 

Tomlinson’s purpose in producing the bro 
chure was two-told: First, to indicate, but 
not dictate, 
motions to take and, second, to aid small re 
lacked the 


for deve loping a Coo;r 


the theme they wanted retail pro 


tail rs, who either experience or 
personnel necessa&ry 
dinated program. It proved to be a valuable 
aid to Pogue officials connected with the 
promotion, who utilized those phases of it 
that best 


ments, 


particular 
the two of 


suited their require 
()f these various phases, 
most interest to displaymen are, of course, 
the gallery and the windows. 

\t Pogue's, the task ot creating the tormer 
tell to the 


dow s, to the 


Interior Decorating Salon; win 


Department. Because 


their 


Display 


of the similarity of work, very often 
within the department store traternity there 
How 


intro- 
attributed in large measure 


is triction between these two areas. 


ever, the success of Pogue’s Pavane 
duction can be 
to the excellent cooperation that existed, not 
throughout the 


only in this instance, but 


store—an example, incidentally, other re 


tailers might tollow. 

In looking back on his part of the promo 
tion, Richard Sager, manager ot the Interior 
Decorating Salon, feels that his major prob 
lem in designing the gallery was its location, 
which, because of space problems, had to be 
at the hiith-floor 
Furniture Department. “We ali knew Pavane 
had to be different 
than normally But, | 
back to 
used unusual 
This had to be handled caretully, 
though, since bright colors don’t always cre- 
ate the elegant, conservative look we 
striving for.’ 

About 25 per cent of the accessories Mr. 
Sager bought to complete the settings were 


rear ot Pogue's spacious 
displayed dramatically : 
floor. 
(customers ) 
bright or 


shown on the 
also had to lead them 
the gallery. So | 


color s. 


were 


those suggested by Tomlinson’s High Point 


counterparts, a list of which was included 


in the brochure. Many were found to be tar 
too expensive for department store require- 
ments, like hand-carved $300 
however, only merchandise from the 
english 


figures at 
apiece ; 
finest such as 
wallpaper sold only through the Decorating 
Salon or Karastan carpeting, was used in 
only 


store's resources, 


the gallery. Of the rooms themselves, 
Mr. Sager even 
vaguely resembled its counterpart in High 
Point. This was the obviously-masculine 
hunt room. Other groupings included an 
informal dining room almost rural in teeling, 
a contemporary living room tor either apart- 
ment or home, and another living room ar- 
rangement suitable for a bachelor apartment. 
(Completing the gallery were a guest room, 
another room—demonstrating maxi- 
mum accommodations in minimal 
room-bedroom, a 


one of the nine designed by 


living 
seating 
space—a_ lady's sitting 
vignette, and a dinette. 

“IT would like’ to 
touches to the settings, “Mr. said, 
“like a pipe and ashes in the ashtrays 1n the 
hunt bed, and, 


have added homey 


Sager 
under the 


room, or shoes 





WINS PAVANE CONTEST 


The H. & S. Pogue Co., Inc., Cincinnati, 
Ohio; Joseph Horne Co., Inc., Pittsburgh, 
Pa.,and Woodward & Lothrop, Inc., Wash- 
ington, D. C., are first, second and third 
prize winners respectively of the Pavane 
window display contest sponsored by Tom- 
linson of High Point, it was announced by 
Sidney Tomlinson, Jr., vice-president and 
sales manager of Tomlinson. 

In addition to the three prize winners, 
honorable mentions were awarded to 
Grosse Pointe Furniture Shops, Fort Lau- 
derdale, Fla. and Paine Furniture Co., 
Boston. The panel of judges, Harry V. 
Anderson, editor of Interior Design, Louis 
Goodenough, editor, Home Furnishings 
Daily and Alfred Auerbach, president, 
Alfred Auerbach Associates, based their 
choice of winners on the appropriateness 
of the display background to the char- 
acter of the Pavane furniture presented. 





perhaps, a negligee draped across the bed 
in the lady's sitting room. A robe and slip- 
pers would have added warmth to the bach- 
elor apartment. But, unless we roped off 
the area, something we don't like to do, this 
cant be done with floor displays. Small 
items like these would have disappeared and 
any customer seeing ashes 1n an ashtry auto- 
matically thinks that smoking is permitted. 
[ remember one time we tried draping the 
various fabrics a particular sofa could be up- 
holstered in across it. We just couldn't 
keep them straightened after customers had 
finished handling them. Mannequins are an- 
other terrific addition to model rooms, but 
everyone knows you can’t use them if cus- 
tomers are permitted inside the rooms. Louis 
(Pogue’s display director Louis Vilimas) is 
lucky. He can use mannequins in his win- 
dow _ 

Ready-to-wear merchandise in a furniture 
window is not an innovation at Pogue’s. 
Louis Vilimas feels that figures are a “must” 
in some hard lines presentations. “They give 
life to a window.” He said, though, natur- 
ally, merchandise shown on mannequins is in 
keeping with items being featured. For in- 
stance, in the Pavane windows, only dresses 


DISPLAY WORLD 





from the store’s high-priced Rose Room were 
used. 

Pogue's devoted three windows to the 
Pavane collection tor two weeks, one more 
than is usual. The trio was their most im- 
portant, facing on the Arcade of the block- 
square Carew Tower complex, of which 
Pogue's is a part. As mentioned, none of the 
windows could be a duplicate of a gallery 
setting so Mr. Vilimas took his cue from the 
Tomlinson brochure, which stressed _ the 
adaptability of the collection, and designed 
windows with completely-different themes. 
The first, combining blue-upholstered pieces 
in the Pavane-white finish, was executed as 
a formal salon, a room which, in a 
large enough to 
be, perhaps, a 


home 
would 


color 


accommodate one, 
music room. The 
scheme was carried out through Wedgwood 
blue panelled walls and a royal blue Kara- 
stan carpet. Balancing this at the opposite 
end of the Arcade was a dining room setting 
created to reflect a feeling of country living. 
The wood finish here was natural, Pavane 
sherry, a soft, warm brown. Mr. Vilimas 
decided on this theme primarily because of 
the irregular shape of the window. Its tri- 





ALSO NRMA AWARD 


Pogue's won a National Retail Mer- 
chant's Association Sales Promotion Gold 
Award in March for the Pavane introduc- 
tion as the best furniture promotion entry 
in the association's annual competition. 
A detailed wrap-up of the promotion sub- 
mitted by Pogue's included many of the 
photographs reproduced in the adjacent 
story, advertising tear sheets, brochures, 
plans, publicity, and signing. The entire 
resume now is being photographed by the 
the NRMA for inclusion in its library of 
training aids. 





angular configuration did not lend itself to 
a contemporary which normally 1s 
square or rectangular, according to Mr. 
Vilimas. One wall of the 
simulated brick: the 


green and red. 


setting, 


dining room was 
avocado 
Pink lights brought out the 
The third Arcade window 
necessarily brief treatment due 
depth. It carried an uphol- 
stered chair, the wood of which was finished 
in the third Pavane color, red, and an 
‘etagere in sherry, to show how different 
finishes could be combined. A mannequin 
and the words “Pavane By Tomlinson” 1n 
script completed the window. Mr. Vilimas 
referred to it 

Pogue's lent additional importance 
promotion by devoting a storewide signing 
schedule to Pavane. All windows carried 
ll- by 14-inch signs for one week calling at- 
tention to the collection, as did similar signs 
in all Posters (22- by 28-inch) 
carrying photographs of Pavane settings were 
placed in escalator areas and at other high- 
traffic Special events were planned 
for only the opening day of the gallery; 
floral arrangements by Cincinnati's socially- 
important Federation of Garden Clubs and 
a silver service tea at which Federation 
members presided. Tomlinson vice-president 
Sidney Tomlinson, Jr., traveled to Cincin- 
nati to speak at a kick-off sales meeting the 
first morning and later took representatives 


color scheme, 


red ot ACCESS ries. 


received a 
to its shallow 


as a “poster.” 


to the 


elevators. 


spots. 
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of the press-radio-telev.sion 
tour of the gallery. 


corps on a 


Traffic through the Pavane gallery, which 
was the focal point of the promotion, was 
excellent during the first few weeks it was 
cpened to the public. Since then, wh le not 
as heavy, it has continued at a steady rate. 
Order for items in the collection, 
though delivery cn pieces could rot 
be promised until after the first of the year, 
have been satisfactory. Pogue's terms the 
promo‘icn “a None of it 
have though, unless 
concerned were not only aware of what was 
expected of them, but where the promotion 
was headed and how they were to help 
reach this objective. And this was possible 
only through detailed planning substantially 
before the date of the promotion. 


evel 
some 


success.” could 


been possible, those 


Pratt Institute Recipient 
Of POPAI Grant 

The Board of Directors of the Point-oft- 
Purchase Advertising Institute has author- 
ized the award of a second annual grant of 
$1,000 to Pratt Institute in Brooklyn. The 
presentation will be made by President O. H. 
Stark. A design and 
struction of point-of-purchase merchandising 
materials has been integrated into the es- 
tablished Pratt Senior course on Advertising 
Design. Each student will be 
submit a _ point-of-purchase 
solves a particular 


course on the con- 


required to 
display that 
merchandising problem. 
The course is Walter 
Steinhilber. 

Mr. Stark said, “It is our 
course will stimulate the interest and 
imagination of the young designer and en- 
courage him to turn his talents in the direc- 
tion of the point-of-purchase industry.” 

Pratt Institute will one-half the 


being conducted by 


hope that the 


deposit 


grant ($500) in the Student Loan Fund. The 


remaining $500 will be awarded to the stu- 


dents whose point-of-purchase displays solve 


the problem in the most imaginative and yet 
practical manner. A committee of point-of- 
purchase appointed by POPAT, 
will judge the entries and the prize-winning 
pieces will be displayed at POPAI’s 14th 
\nnual Symposium and Exhibit to be held 
at the New York Coliseum, 
2nd and 3rd, 1960. 


producers, 


Darling Opens New 
Los Angeles Facilities 

The L. A. Darling Company, 
Mich., manufacturers of 
chandising equipment, announce the 
ing of a new and larger showroom, 
area and warehouse at 1818 South 
street, Los Angeles 15. 


Bronson, 
display and mer- 
open- 
office 
Flower 


The enlarged showroom area features dis- 
plays of the company’s complete line of dis- 
play fixtures, cardholders, garment racks, 
forms, ladies’, children’s and men’s manne- 
quins, Vizubilt merchandisers and the 
pany’s Vizusell merchandising system. 

Lee B. Kuhn is the Los Angeles 
sales manager. The regional Los Angeles 
office serves the states of California, Oregon, 
Washington, Idaho, Nevada, Utah, Arizona, 
New Mexico, Colorado, Montana, Wyoming, 
Alaska and Hawat. The company formerly 
maintained its Los Angeles office and dis- 
play space at 1828 S. Flower street. 


Com- 


office 





For Mannequin 


WIGS 


No Measurements Necessary! 


WRITE FOR 
WIG 


CATALOG 





Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN'S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver! 


Write for Catalog 








pees ROBBINS, be 


: W. 30th Street, New York 1, N. me 





November lst, 


FINEST Dyed 
BURLAP 


—-20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 
Grass Mats — 31% x 6 feet 


Always IN STOCK 


VAN ARDEN FABRICS MNERS. 
110 Murray Street New York 7, N. Y. 








BUILD BETTER DISPLAYS 


with versatile, dependable 


UHU GLUE 


The Leader in Your Field 


UHU PRODUCTS CORP. 
820 Greenwich St., New York 14. N.Y 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 


Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 

















CAPTURE i 


THE TRUE 


EXCITEMENT 
OF 


NEW 
YORK 


WITH 


MANHATTAN 
MANIKINS 


These luxurious high quality fig- 
ures are fashioned of Fibreglas 
plastic topped with the finest 
Pugdin wigs. Photos and details 
on request. 


MANHATTAN MOTION MANIKINS 


4W. 16 ST. NEW YORK CITY 11 








COLOURAMA COLOR WHEEL 


Clips on in a jiffy any PAR38 or R40 
Rugged — Dependable 


COLOURAMA SALES COMPANY 


Box 1631 SACRAMENTO 8, CALIF. 











@ CEASE-FIRE @ PORTO-POST 
Fiameproofing Crowd Control 
Sprey Equipment 

@ FLEXIBOOTH @ MIRRORED BALLS 
Exhibit Booths @ SPOTLIGHTS 


Filjon Industries, Inc. 


1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for literature—Box 122 


Manhatten 


a letter co. 


* tmecaroaeaves 








'St WEST (8th STREET. NEW YORK ' N. Y. 








PLASTIC PEGS FOR (2% 
Make _ color- seed 
ful — 


dots, designe for SIGNS © DIS- 

PLAYS * CONTROL CHARTS. 
4 a Write for literature, samples 
4 Lumi-plug’ COMPANY 


15 W. 44th St., New York 36 
r *Masonite Corp—Quality Panels 


AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balis in Stock 
H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 
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(Continued from page 10) 


successfully in several cases, two of which 
will be the object of an article in the forth- 
coming June issue. 


Strange request department: A reader in 
Brazil, who happens to be chairman of the 
"friends of the cemetery" in his country writes 
that he wants information on sources of display 
materials that would be applicable in "decor" 
of tombs, monuments, cemetery gardens, fields, 
woods, entrances, etc. The next Service Bureau 
letter will contain his name and address in case 
some display manufacturer or supplier can offer 
him suggestions. 


Few people have been as close to the New 
York display scene as Virginia Roehl Rogers, 
photographer, writer and, in the best old- 
fashioned sense of the word, friend to the 
displayman. The sudden and unexpected death in 
late March of her husband, Herbert Rogers, is to 
be mourned not only because of his relationship 
to Mrs. Rogers,but because he was the kind of 
man the world never has enough of. A literate, 
sensitive businessman whose lifelong interest in 
the liberal arts was to have been expressed in 
a book written in retirement; he was what it is 
often most difficult to be: a gentleman. 


The loss of her husband and her ill health 
aggravated by this loss has prompted Mrs. Rogers 
to turn over ownership of the Virginia Roehl 
Studios to her capable assistant, Norman Menard, 
who is thoroughly familiar with every aspect of 
display photography and brings broad experience 
to this field. 


We have available here a list of very 
capable displaymen from various foreign countries 
who would like to secure employment here, 
including several from England and one from South 
Africa (the result of recent unrest in that 
area). These gentlemen are capable of assistant 
display director jobs immediately with advance- 
ment potential later. If interested, let us know. 


Cordially yours, 


DISPLAY WORLD 








Learn HOW To 


RIG and FORM 
MEN'S WEAR 


for Display expertly and professionally 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 
by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handie men's wear like 
the famous men's stores. The professional methods 
of rigging and forming men's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instr .ctions. Worth five years 
training under a profess.onal trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats to 
shoes fully discussed including tools of the craft. 
Don't be without it. Worth ten times the cost. 
106 pages 9xi2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, Cincinnati MW1, O. 














FOR THE DISPLAY JOBBER 


IMPORTED & DOMESTIC 


FLOWERS & FERNS — Plastic—Vinyi & 
FOLIAGE — Plastic & Poly-Fol 
al ited. b’ — Plain & Fancy 
BASKETWARE — Regular & Novelty 
GOURD STRINGS —Natural & Fiesta 
GRAPES & FRUITS — Plastic—Lifelike & Miniature 
CANDLES 


Parchment 


— Regular & Novelty 


TITAN ASSOCIATES (Mfrs. Reps.) 


150 W. 34th ST.. NEW YORK CITY 











“ANTIQUE POSTERS" 


CIRCUS @ DRAMA e@ GAY NINETIES 
SPANISH TOROS, ETC. 


Send stamp for list. 
TEMPLE 


BOX 549 MASON CITY, IOWA 











WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 


DISPLAY TURNTABLES 
@ All Steel 
ALL SIZES—Large or Small 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 St., Bronx 54, N. Y. 





@ Heavy Duty 





a 
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Velcro Announces 
Two Appointments 

Miss Rea Lubar, who has headed her own 
public relations firm since 1956, has dis- 
solved that firm to accept the appointment as 
sales promotion director in charge of ad- 
vertising, marketing and public relations 
for Velcro Corporation. Prior to 1956 she 
was director of public relations at Lord & 
Taylor, New York City, for 12 years. 

Julian Frankel, executive vice-president of 
Velcro, also announces the promotion of 
Jack Lehmann to industrial sales manager 
of the New York City corporation. He 
joined the firm last December as a sales 
engineer. In this new post, which was va- 
cated by Mr. Frankel, Mr. Lehmann will be 
responsible for all sales and distributorships 
of the Velcro nylon fastener in the display 
industry and other areas. 


Atlas Plastics Producing Vases 
For Artificial Flowers 


A new, attractively styled line of plastic 
vases for the display of artificial flowers 
has been introduced by Atlas Plastics, Inc., 
Little Ferry, N. J. Made of “static-free” 
acetate, these new vases will not attract dust 
as most other plastic vases do, the firm 
claims. The Atlas acetate vase is primarily 
designed for use in retail stores where dis- 
plays are constantly exposed to dust. Be- 
cause of the “dust repellant” feature, Atlas 
acetate vases are easier to keep clean. This, 
coupled with a lustrous porcelain white fin- 
ish, adds to the freshness and sales appeal of 
the display. Complete information and 
prices are available from Atlas Plastics, 
Inc., Little Ferry, New Jersey. 


Display Associates 
Joins Zaria 

Ted Colombo, president of Zaria Displays, 
New York City, announces that Display As- 
sociates, also of that city, has joined Zaria. 
Mike Cohen, head of Display Associates, will 
become an officer and director of Zaria. Miss 
Dorothy Miller will join the designing staff 
and Bill Turin, the sales staff. 

The combined companies will continue to 
operate as Zaria Displays at 434 Sixth 
avenue. 


Fisher Sells Interest 
In Display Associates 

Helen Woodin Fisher has sold her interest 
in Display Assoicates, 10 Jones street, New 
York City, to Mike Cohen, terminating a 
seven-year partnership with him. After a 
brief vacation, Mrs. Fisher expects to free- 
lance in her specialized field of 
mache sculpture and sculpture for 
duction. 


papier 
repro- 


Cissell To Fill Vacancy 
At Blach's, Birmingham 

Bob Cissell has accepted the position of 
display director of Blach’s, Birmingham, to 
fill the vacancy created by the death of Ray 
Shoenman on March 17. Mr. Cissell is dis- 
play director of Sater’s, Evansville, Ind., 
where he has been associated for the past 
several years. He will assume the new 


| position May 9 or sooner. 











MOJAVE WOOD DISPLAY TREE 


Excellent displayer for ties, scarfs, belts, jewelry, 
package tie-ons, gloves, hats, handbags, and a host of 
other items. These graceful trees handpicked for you 
if you'll tell us how you plan te use them. Mojave 
wood tree is mounted on a substantial plywood base 
(insuring ne chance of tip-over) covered with a simu- 
lated grass finish. (Base shown here is plain.) Various 
sizes available to fit your many displaying needs. 


$3.50 ea. 3 ft. tree $9.00 ea. 
$5.50 ea. 4 ft. tree $12.00 ea. 


Minimum order $20.00) 


We also have a complete line of other woods 
for dramatic display offects. 


C. HAWKINS DISPLAYS 
P. O. Box 605—Dept. “Db” 
Giendora, California 


18 in. tree 
2 ft. tree 


(Prices f.o.b. factory. 




















for maximium illumination .. . 


POSTOSCOPE Opaque 


Imagine the convenience of this Opaque 
Projector in your sign or display depart- 
ment! Need a large sketch — but fast? 
Just place this projector over a photo- 
graph, magazine page, coin, jewelry or 
any flat opaque object —- and you can 
project a screen image, faithful in every 
detail and color. 7 feet square and 
larger. Projects an area 6" x 6” ot one 
time or larger orea, a section at a time. 


$35.00 


F.O.B., N.Y. 


LARGE PROJECTORS TOO! 
Send for descriptive folder 
showing entire line of 
opoqvue projectors. 


200 PAGE CATALOGUE 


FREE: 10,000 art and draw- 


ing supply items available through 
Arthur Brown. Write today on firm 
letterhead! 


Arthur Brown & Bro., Inc. 


WV t 46th St New York t he 











DISPLAYMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now tor the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 








STUDY 
WINDOW DISPLAY 
AT HOME 
Earn good income. Easy home- 
Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind School highly recom- 
mended ind established in 1905. 
THE KOESTER SCHOOL 
Koester Bldg. 

Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 


study course 








SALESMEN 


Southeast, Southwest and Mid 


west territories now avatlable. 


FOUR SEASONS 
ASSOCIATES, INC. 


141 West 24th St. 
New York 11, N. Y. 





ARTIST-DESIGNER 


One of America’s leading display studios, 


located in New York City, is seeking an 


extremely creative designer. 


Important for this position is knowledge 


of all display techniques and materials, 


but even more important are imagination 


and originality. Another requirement is 


the ability to render sketches beautifully. 


Excellent opportunity. Starting salary 
$10,000. All replies confidential. Send 


complete information to— 


TIMELY SERVICE 


1269 Atlantic Avenue 


Brooklyn, N. Y. 


° 
Display Man Wanted 
Take charge window and in- 
terior displays, medium-priced 
fashions, women’s wear spe- 
cialty shop. Small city upstate 
New York. Minimum three 
years experience. Must be cre- 
ative, capable doing own shop 
work and lettering attractive 
window show cards. Salary 
depends on experience, ability. 
Write fully including salary 
requirements. 
Address Box 5EF 

Care of DISPLAY WORLD 








POSITION WANTED 
Display Manager, 20 years exp., 
desires change. Proficient in all 
merchandise, backgrounds, props, 
signs and showcards. Expert men’s 
wear. 

Address BOX 5AB 
Care of DISPLAY WORLD 








DISPLAY MAN 

for group of six quality mens 
clothing and furnishing stores 
located within an area of 50 
miles trom New York City. 
Unusual opportunity for man 
who can trim his own creative 
and imaginative ideas. In ap- 
plying give detailed experience 
and background. Salary up to 
$10,000. 


Address Box 5IJ 
Care of DISPLAY WORLD 




















WANTED 


and window displays tor furniture, 


Personnel for interior 


floor covering, domestics and appli- 
ances. Must be able to letter signs 
Write P,. O. BOX 112, Wheeling, 
W. Va., stating experience and sal- 
ary requirements 





ee 


WILL BUY OR INVEST 


We have substantial capital to buy any profitable operation in 


display field. 


Only interested in manutacturing company. Willing to buy out- 


right or invest one-half interest in company requiring capital for 
expansion plus services . All information held in strict confidence. 


Address BOX 5LM 


Care of DISPLAY WORLD 


FOR SALE 


Animated Christmas win- 


dow, made by Silvestri. 


For details and _ photo- 
graphs, write Gene Ther- 


kleson, 


DAVIDSONS 
7th and Walnut 
Des Moines, Iowa 











WANT TO BUY 
Animated Christmas window 
for 1960. Write Gene Ther- 
kleson, 

DAVIDSONS 
7th and Walnut 

Des Moines, Iowa 








SALES REPRESENTATIVE 
with many years standing in 
North-Eastern U.S and Canada 
will accept compact, top-grade side 
line with good earning potential 


Address BOX 5KL 
Care of DISPLAY WORLD 








WANTED TO BUY 
Papier Mache, Dutch Life Size Dis- 
play Figures (like Dutch Cleanser 
Ads), Dalmatian Dogs (Life Size), 
Sea Gulls (Standing and Flying), 
Indians (Life Size). 


DANBURY FAIR, INC. 
Danbury, Connecticut 








WE BUY 
ANIMATED CHRISTMAS AND 
STORYBOOK DISPLAYS 
Send photos, description and 
lowest price to 
OUTDOOR DIMENSIONAL 
DISPLAY CO. 

4312 Liberty Ave., N. Bergen, N. J. 











SALES HELP WANTED 
Display and Fixture Salesman 
‘Gold Coast” 


BROWARD PAPER & DISPLAYS, 
INC 


206 S. W. 16th Court 
Ft. Lauderdale, Florida 


Florida’s 








DISPLAY WORLD 








HIGHLY RESPECTED, GENERAL 
DISPLAY BUSINESS FOR SALE 


This is a profitable Operation! ! 
We are Manufacturers, Converters, Distributors and Jobbers of 
choice lines. Travel two men. Established 15 years same down- 
town location in 5th fastest growing city and 17th largest area 
city in U. S. No competition within 200 miles. Excellent show- 
room business ... healthy annual increase. POTENTIAL UN- 


LIMITED. Responsible party can arrange 5 year terms. 


Address BOX 5FG 


Care of DISPLAY WORLD 


FOR SALE 


Lord and Taylor’s 1958 Christmas Window Units—8 pieces, 44” 
diameter, 9 feet high, double faced, on turn tables, depicting six- 
teen classic fairy tales. 

First class condition, all for only $5,000.00 . . . a fraetion of 
original price ... For photos and additional information, write, 
wire or phone 


Cogswell Cromwell 


DAVISON-PAXON COMPANY 


ATLANTA, GEORGIA 








SALESMEN 


Wanted by manufacturer of Top Grade Foliage and Promotional 


Line to be sold to better Dept. Stores. Line nationally known, 


no pioneer work. Territories open: South West, Central States 
and East. Top Commission Rate. Must have following. State 


past experience. 


Address BOX 5GH 


Care of DISPLAY WORLD 


FOR SALE — ANIMATED DISPLAYS 


Bliss: “Christmas in Our Town” 
18 Mechanical units, excellent condition; 6 non-mechanical 
figures; used twice, refinished last year; cost $12,000, priced 
for quick sale $2,500. 

Silvestri: “Christmas is Magic” 
6 mechanical units; 
Sphere, etc., $600.00. 


including “Enchanted Tree,” Magic 


Contact— 


Nahum Levinson, Levinson Brothers, Warren, Pa. 


PHONE: RAndolph 3-2400 Photos and details on request. 








DISPLAY LIGHTING SALESMEN 
WANTED IMMEDIATELY 
Leading display lighting equipment manufacturer has the follow- 
ing exclusive territories open: 
Oklahoma, Texas, Louisiana, Mississippi, Alabama, Kentucky, 
Tennessee, Georgia, West Virginia, Virginia, North Carolina, 
South Carolina and Florida. 


Top Commissions paid 


Address BOX 5CD 


Care of DISPLAY WORLD 


9 CHRISTMAS DISPLAY UNITS FOR SALE 


AMAHL AND THE NIGHT VISITORS—Mechanical Units 
Built by Bliss Display Corp. Must be seen to be appreciated. 
All 9 units will sell for $1250.00. 


Photos on request, but we suggest acting promptly. 


‘Y Electric Power Board 
Attn. Display Director 
6th and Cherry Sts. 

. Chattanooga 2, Tenn. 


Address inquiries to... 








FOR SALE — Outstanding Christmas Displays 


Suitable Shopping Centers and large department stores 
12 ANIMATED, 8 UNANIMATED LIFE SIZE FIGURES 
20 custom made, life sized, gaily colored circus animal and figure 
units developed exclusively for Park Central Shopping City, 
Phoenix, Arizona, including: 17 life sized animals in individual 
cages, 2 clowns and 1 Santa Claus dressed as a ringmaster. 12 of 
the 20 units are animated, including one clown and the Santa. 
Used only 5 weeks. All in virtually new condition. Outstanding 
family attraction. 
Priced realistically for sale NOW! Contact: 
ELLIOT EMERSON, Park Central Trade Assn. 
3300 N. Central Ave., Phoenix, Arizona 
AM 5-7629 or AM 5-5650 








FOR SALE 


Complete proprietary line of indoor-outdoor, hard rubber Christ- 
mas displays, including original copyrights, production molds, 
mailing lists plus one-third interest in hard rubber point-ot-pur- 
chase plastic manufacturing plant. Will take small down payment, 


balance from profits over five years. 


SCULPTORIS, INCORPORATED 


3723 North Oakland Ave. 
Shorewood 11, Wisconsin 











WANTED 
Window Trimmer 


Experienced. To trim windows 
for two fine Mens Stores. Full 
time position. Ideal location 
on east coast. Write giving 
resume and salary desired. Re- 
plies held strictly confidential. 


Address Box 5DE 


Care of DISPLAY WORLD 


.. Cat and the fiddle . 
... Little Bo Peep. . 
Santa .. 








An Opportunity to Buy 
A Fairyland of Mother Goose Characters 


Ten figures 7 to 14 feet tall... from the studio of Staples Smith 
. Zelves.. 
. 2 sheep .. 
. all in brilliant costume colors. 

Made of waterproof Celastic, these figures have been in stor- 
age except for 3%4 weeks during two Christmas seasons. 


Contact Public Relations Director 


The Mutual Benefit Life Insurance Company 
520 Broad Street, Newark, N. J. 


Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
i52 W. 25th St.. New York 1, 


ittle Boy Blue .. . doe 
Little Boy Blue — N. Y., Chelsea 3-1550 


. 4% Candy Cane ladder... 








ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS WILL BE FOUND 
ON PAGE 68 











MAY, 1960 











Attention Salesmen 


If you are an established sales- 
man with good following and 


interested in adding a top line 


of seasonal display foliage, 
props, and novelties to your 
already non-conflicting 
then contact our office. 
\ natural for the “right” man 
Please furnish all details 


Address Box 5JK 


DISPLAY WORLD 


(_are oO! 


EXPERIENCED DISPLAY 
SALESMAN WANTED 
Southwest and West 

quality foliage and 

Straight commission. . 
conflicting lines OK. 

Address BOX SBC 
(are of DISPLAY WORLD 


Coast. Top 
novelties. 
. other non- 


FOR SALE 


Animated Christmas Figures 
by Silvestri 


For price and photos wire 


WILLIAM H. BRIDGMAN 
ZAHNS, 500 Main St., Racine, Wisc. 





SALESMAN WANTED—Fine qual- 
ity line. Decorative post units, 
ledge and window set pieces, pro- 
motional and novelty items. 2 and 
25% comm. basis. N.W., Calif., Salt 
Lake area, E. Coast, S.E.  terr. 
open. State territory and other 
lines carried. Address BOX SMN, 
Care of DISPLAY WORLD. 








lines, 


WANTED 


Original Display Units produced 
in metal—sole ". K. hieense re- 
quired. Full details to— 


MESSRS. A. E. ARTHUR LTD. 
207 /9 Gipsy Road, West Norwood, 
S.E.27. London, England 


POSITION WANTED 
Assistant to owner and/or 
promotion and display mgr. Expert 
with big dept. store, women’s and 
men’s store exp. Top talent. Now 
ad-direct. 14 years.—Jr. store chain. 
Salary $150 week. Hard of hearing. 


adv., 


Use Opportunity 
Exchange Section 
For Quick Results 


Address 


BOX 




















5HI 
Care of DISPLAY WORLD 














N addition to the role of presenting mer- 

chandise to the public, display can often 

provide a service to the customer that 
will make everlasting friends for the store 
and display. For instance, this display of 
men’s ties with coordinated men’s hosiery 
by Emily Mauger for Miller’s, Knoxville. 
Tenn. 
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o*n e's 
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As any reasonably meticulous male—or his 
wife or girl friend—will tell you, finding a 
pair of socks to go with a particular tie is 
the hardest part of shopping in men’s wear. 
There is no substitute for a side-by-side 
examination, such as this display accom- 
plishes, doing the work and earning credit 
for the sales of a couple busy sales clerks. 
How long will it take men’s wear display- 
men, in general, to learn the value of coor- 
dination of accessories and apparel. The 
women’s wear people have known and prac- 
ticed it for a long time. 

For the lesson this display teaches and the 
attractiveness of the teacher, this display has 
been chosen Display of the Month by the 
editorial staff of DISPLAY WORLD and 
Miss Mauger will receive a Gold Medal for 
her efforts. 

The Display of the Month is chosen by 
the editorial staff of DISPLAY WORLD 
from entries received during the month in 
the 1960 International Display Contest. 

Complete rules tor the 1960 contest and a 
revised list of categories are on page 4. 
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THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 
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‘\...wonderful people to work with there” 
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*...wonderful new enlarged showrooms” 
“...wonderful array of custom Christmas creations” 


‘...and so easy to reach.” — 
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“MAKE THIS AN OLD-FASHIONED ‘FLICKER-FLAME’ CHRISTMAS.’ 
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